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One of the recommendations in the 
our A’s newspaper report was, “Im- 
pve contact between special repre- 
ntatives and agency media depart- 
ents.” The representatives are said 
be in favor of the idea. 


a 


An ad in the Ladies’ Home Journal 
r October, 1893, sold a pair of shoes 
e other week for Jordan, Marsh & 
», of Boston. Maybe this proves 
shoe fashions and world’s fairs 
ppeat themselves every forty years. 


we 


Eddie Cantor wants to bar audi- 
nces from radio studios where he 
padcasts. He’s learned that the 
yy who gets in free invariably 
ughs at the wrong line. 


vv¥eegy 


“advertising,” said Stewart Mins 
the Four A’s convention, “is of the 
arket-place and can never be liter- 
ly truthful to the degree now urged 
y many reformers.” 

It looks as if the boys are getting 
pady to tell their real names. 


7 ee 


The advertising campaign for Sil- 
er Dust is to give special attention 
b the Jewish population in the New 
ork market. A lot of people thought 
he terms were synonymous. 


oo 


General Tire advertising, ADVER- 
s AcE reports, is to “consist of 
) per cent illustration and 10 per 
pnt talk.” It’s getting harder and 
larder for the poor copy-writer to 
eta word in edgewise. 


7 FF 


Grover Whalen has been re-elected 
resident of the New York Advertis- 
hg Club, thus enabling that organi- 
ation to retain the distinction of 
aving the best-dressed advertising 
ub president in the United States. 
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Dealers handling the RCA Victor 
to radio are urged to go after own- 
of cars several years old, “as they 
ve completed their car payments.” 
nd of course a chap who has been 
ying on the car feels kind of rest- 
ss until he can arrange to deposit 
é@ monthly instalment somewhere 
se. 

vvey 


Grocers are considering stocking 
e bushes and shrubs, it is re- 
rted in the trade. Can we count 
them to keep the roses reasonably 
tant from the cheese department? 


> > 


Prune juice is offered as “a na- 
l health drink for infants, chil- 
m and adults.” If any prospects 
ve been omitted, let them speak 


7, ¥ F 


i | Ever since Beatrice Fairfax started 
| living advice to the lovelorn, news- 
j per editors have been afraid not 
} — have a sympathetic Aunt Bella as 
} feart consultant, while radio dashes 
ight in and makes a success of a 
hystery man in that role. Well, well, 
ve and learn. 


yy ¥.F 


A radio expert hints that Kate 
mith’s boosts for La Palina have 

m heard principally by women and 
ildren. That’s one way to broaden 
e cigar market. 
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You may call it “media,” but AD 
SING AGE and the Young report 
ick to “mediums,” thank you. 
Copy Cus. 


REACTIONS 10 
YOUNG REPORT 
VARY GREATLY 


ALN. A, Postpones Meeting 
to Study Document 


New York, May 18.—The reaction 
to reviews of the study of agency 
compensation made by James W. 
Young indicates that the report may 
set a vogue for investigations under 
independent auspices. 


The possibility of one such study 
was discussed at an informal meet- 
ing of advertisers here Monday, dur- 
ing which attention turned from the 
consideration of Mr. Young’s conclu- 
sions regarding agency compensation 
to the subject of agency recognition 
and the restrictions thereby imposed 
on advertisers. 


One of the first criticisms of the 
report at the meeting was that he 
had skipped too lightly over the 
history of the part agency rec- 
ognition had played in formulat- 
ing agency practices. Another was 
that he had not taken a definite 
stand on the old argument as to 
whether the agency is the agent of 
the publisher or the advertiser. 


Then there was the unavoidable 
difference of opinion as to whether 
the cross sections on which Mr. 
Young’s conclusions are based are 
representative of all viewpoints. The 
question was left undecided, but 
those who believe factions will not 
rally under neutral banners seemed 
to have the best of it. 


A. N. A. Postpones Meeting 


It was understood at the conclu- 
sion of the discussion that any ac- 
tion which might be sponsored by 
advertisers alone would not be con- 
sidered until after the meeting of 
the Association of National Adver- 
tisers tentatively set for June 8 in 
New York. The meeting was origi- 
nally planned for May 15, but was 
postponed when the Young report 
was not released at the time ‘ex- 
pected. 

Advance copies of the book were 
distributed to advertising publica- 
tions at the offices of the American 
Association of Advertising Agen- 
cies May 16 with instructions to 
keep the contents secret until today. 

Members of the steering commit- 
tee sponsoring Mr. Young’s report 
and the author himself had agreed 
not to discuss the study but to let it 
speak for itself. Reviews published 
today seemed to leave advocates of 
changes in the method or rate of 
agency compensation strangely silent 
and most agency men and publishers 
quietly satisfied. 

John Benson, president of the 
A.A.A.A., said agency men thought 
the report presents an accurate pic- 
ture of their business and believed 
Mr. Young’s work a magnificent con- 
tribution to advertising. 

“A first reading shows it to be one 
of the most thorough, fair, under- 
standable and competent studies ever 
made of the advertising agency busi- 
ness and its place in the economic 
structure,” said Arthur H. Kudner, 
president of Erwin Wasey & Co., and 
vice-president of the A.A.A.A. 


Will Study Report 


“T shall not discuss the report 
until I have had time to study it 
thoroughly,” said Stuart Peabody, 


manager of sales and distribution 


(Continued on Page 14) 


Present Agency System Is 
Approved in Young Report 


No Further Studies Planned 
by Joint Group Which 
Sponsored Report 


New York, May 18.—The com- 
mittee of three, representing adver- 
tisers, agencies and publishers, feels 
that its work is completed with re- 
lease and publication of the Young 
report and is planning no further 
action. 

This announcement, made by one 
of the members of the committee 
simultaneously with release of the 
Young study, sets at rest rumors 
that the study of agency compensa- 
tion will be followed by numerous 
other studies taking in each phase 
of the cost of advertising. 

Experts in the advertising field 
who had an opportunity to note Mr. 
Young’s conclusions were struck by 
his third and last: 

“That all advertisers and publish- 
ers should bear, in proportion to 
volume, a share of both the direct 
and the indirect costs of the struc- 
ture.” 

They took this to mean that Mr. 
Young believes that large advertis- 
ers should be willing to pay some- 
thing for the development of small 
advertisers. They point to this ex- 
cerpt from Mr. Young’s conclusions: 

“It appears clear that any attempt 
to distribute the total cost of 15 per 
cent more equitably by a ‘sliding 
scale’ based on volume alone would 
produce at least as many inequities 
as the present method. 


Too Many Variable Factors 


“As between two advertisers, each 
expending $100,000, one would still 
need, demand and get more service 
than the other. Likewise, any at- 
tempt to distribute these costs on 
the basis of pieces of advertising 
material prepared, and other service 
factors, is defeated by the variable 
factors in each individual agency’s 
cost. 

“Only by offering the advertiser 
a service in which he might choose 
the elements he wished to buy, and 
what quality of skill in those serv- 
ices he wanted, could a charge more 


Deupree Urges Action 
After Digesting Facts 


Chicago, May 19.—Asked his 
reactions to the Young report, 
R. R. Deupree, president, Proc- 
ter and Gamble Company, Cin- 
cinnati, who represented adver- 
tisers on the joint committee, 
today telegraphed “Advertis- 
ing Age”: 

“I have no comment to make 
on Young report other than to 
say all parties concerned must 
have an opportunity of reading 
and studying it to take what 
action seems advisable after the 
entire industry has had an op- 
portunity of fully digesting the 
facts presented. The report 
will soon be available in book 
form.” 

Mr. Deupree’s comment 
seems to indicate that publi- 
cation of the report does not 
close the subject, and that fur- 
ther action may be taken later. 


nearly approximate to the cost of 
each advertiser’s service be made. 

“Under such a method of charging, 
some advertisers would gain im- 
mediately and currently. But such 
a method would also return agency 
service to a price-competitive basis, 
with the deterioration in that service 
which has always resulted from 
agency-price competition.” 

Mr. Young added that there does 
not appear to be any other basis 
for agency charges than the one now 
made as long as the promotion 
necessities of publishers call for the 
maintenance of a pool of service for 
all advertisers and all publishers. 


Initiated by Advertisers 


“So far as the individual adver- 
tiser and individual publisher is con- 
cerned,” he went on, “the cost of 
this service would appear to be an 
item of unallocatable overhead 
which can only be distributed more 
or less arbitrarily in proportion to 
volume.” 

Whether the five big advertisers 
who inspired the Young study will 

(Continued on Page 14) 


Last Minute News Flashes 


Senator Capper to Speak at A. F. A. Meeting 
New York, May 19.—Senator Arthur Capper, publisher of Capper’s 
Farmer and other publications, who recently introduced a measure into 
the United States Senate which would punish users of false and mis- 
leading advertising, has consented to address the Advertising Federation 
of America meeting in Grand Rapids next month on federal control of 


advertising. 


Ferger to Leave “Cincinnati Enquirer” 
Cincinnati, O., May 19.—Roger H. Ferger, for the past twelve years 
advertising manager of Cincinnati Enquirer, will leave that post July 1 to 
become sales manager of Pacific Street Railways Advertising Company, 


San Francisco. 


Before joining the Enquirer, Mr. Ferger was a principal in Ferger and 
Silva, Cincinnati agency. He is a past president of the local advertising club. 


Birtman Names Agency for New Products 


Chicago, 


May 19.—Birtman Electric Company, 


vacuum cleaners, 


washers and electric appliances, has placed its account with Roche, 


Williams and Cunnyngham, Chicago. 


The company will shortly introduce a new electric iron designed by 
Alfonso Ianelli, and a new electric toaster designed by Henry Dreyfuss. 


These devices will be marketed under the trade-mark “Birtman.” 


All of 


the company’s other products are sold under the “Bee-Vac” name. 


Commission System Called 
Most Practicable for 
All Concerned 


New York, May 18.— “The 
method of advertising agency com- 
pensation now in force is the most 
practicable one for maintaining the 
true and long-run interests of all 
advertisers and all publishers.” 

That is the conclusion reached 
by James W. Young, professor of 
advertising at the University of 
Chicago, in his 107-page report on 
“Advertising Agency Comperisa- 
tion in Relation to the Total Cost 
of Advertising.” 


The report by Mr. Young was 
made to a committee comprised 
of R. R. Deupree, Procter & Gamble 
Company, representing advertisers; 
Lee W. Maxwell, Crowell Publishing 
Company, representing publishers; 
and A. W. Erickson, McCann-Erick- 
son, Inc., representing agencies. 

Mr. Young also found “that the 
rate of compensation is not excessive 
for the structure as a whole and that 
all advertisers and publishers should 
bear, in proportion to volume, a 
share of both the direct and indirect 
costs of the structure.” 

These are the conclusions that he 
personally draws from the data. Ex- 
plaining that no one else is respon- 
sible for these conclusions, he adds: 

“It is here that the greatest possi- 
bility of personal bias exists and 
they should be read with that fact 
in mind. I shall have no quarrel 
with whoever reaches different con- 
clusions if he has examined the evi- 
dence on which they rest.” 

Mr. Young was for many years 
vice-president in charge of the Chi- 
cago office of J. Walter Thompson 
Company, and still holds the title of 
vice-president in that organization. 


Will Publish Report 


The report is copyrighted and the 
University of Chicago Press, to which 
all rights have been transferred, will 
publish the complete report in book 
form on May 27. 

The report is divided into two 
parts and an appendix. The second 
part consists of a presentation of 
Mr. Young’s conclusions. The first is 
divided into these five headings: 

1, The National Advertising Struc- 
ture; 2, How the Advertising Agency 
Developed; 3, The Modern Agency 
as Advertisers See It; 4, The Agency 
and the Publisher; 5, The Internal 
Operations of the Advertising 
Agency. ’ 

Closely tied up with the question 
of compensation which Mr. Young 
started out to study is the question 
of what an advertiser gets for his 
money. Questionnaires utilized by 
Mr. Young reveal a remarkable vari- 
ance in what advertisers expect of 
their agencies. 

With 54 of 101 advertisers queried, 
the agency relationship was shown 
to be one of complete confidence and 
mutuality of interest. These adver- 
tisers give their agencies full access 
to all pertinent facts and figures; 
maintain contact between the prin- 
cipals of the two organizations; and 
definitely view their agency as a 
partner or part of their organization 
in their promotion activities. 

“A middle group of advertisers, 31 
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ADVERTISING AGE 


May 20, 19 


in all, express a somewhat modified 
form of the above views,” the report 
continues. “Their agency relation- 
ships are cordial, but somewhat less 
confidential and intimate than those 
of the first group. They do not look 
upon their agency as a partner but 
as a mechanism performing certain 
well-defined functions, in a semi-con- 
fidential capacity.” 

A third group, 16 in all, and con- 
stituting the remainder of the 101 
advertisers not included in the two 
preceding groups, described their 
agency relationship in terms which 
indicated little or no confidential or 
counseling relationship, and only a 
more or less useful service relation- 
ship. 

Mr. Young reported: “As between 
advertisers of different sizes a strik- 
ing difference is noticeable in the 
response to these questions in agency 
relationship. 

“Of the 25 advertisers expending 
more than $1,000,000, 18 are in the 
first group—those describing a com- 
pletely confidential relationship; 
seven are in the second class—those 
describing a modified confidential 
relationship; and none is in the third 
class where a complete lack of any 
close relationship is indicated. 

“In brief, of the 16 advertisers 
expressing a lack of any close rela- 
tionship with their agency, none ap- 
pears in groups with expenditures 
exceeding $250,000. Of these 16 ad- 


vertisers, nine are in the group with 
expenditures between $100,000 and 
$250,000 (out of 25 advertisers in 
that group) and the other seven are 
found in the group expending less 
than $100,000 (out of 17 in that 
group).” 

Mr. Young explains further that 
these size groups are based on expen- 
ditures through agencies, and do not 
represent total advertising expendi- 
tures. 

Get Worth-While Help 


“In the smaller expenditure 
groups,” he reports, “appear many 
substantial business concerns, but 
ones whose expenditures for publi- 
cation or consumer advertising are 
relatively small. It is this type of 
advertiser who often appears among 
those who say they have no close or 
intimate advertising agency relation- 
ship.” 

The larger advertisers, who admit 
their agencies into their inner coun- 
cils, profit accordingly, Mr. Young 
indicates. To the question, “Has your 
agency ever made any important con- 
tribution to the upbuilding of your 
business?” 19 advertisers spending 
over $1,000,000 answered in _ the 
affirmative. The total saying “Yes” 
to this question was 52. Nineteen re- 
ported “no outstanding contribution, 
but generally valuable,” 19 said 
“No” and ten more were unable to 
answer. In the “No” group were 


three advertisers with annual expen- 
ditures of $1,000,000. 


Rates of Payment 


Of 223 advertisers queried by Mr. 
Young, 191 paid card rates for agency 
service in 1932, while 25 paid less 
than card rates and seven paid a 
service fee. 

Analysis of the 25 who paid less 
than card rates revealed these vary- 
ing arrangements: eight paid 15 per 
cent on the net; two paid five per 
cent; one paid 2% per cent; one is 
a house agency; nine did not de- 
scribe their methods; two paid card 
rates on all mediums except radio 
time, which was net; one paid card 
rates on all except radio and outdoor, 
which was net; and one paid card 
rates on all mediums except publica- 
tions allowing less than 15 per cent. 

The 2% per cent commission ap- 
plied to an account spending over 
$1,000,000. From these figures, Mr. 
Young estimates that of $140,970,000 
worth of advertising placed in 1932, 
the estimated volume at less than 
card rates was 8.3 per cent, or $11,- 
765,000. 


Varied Payment for Research 


His study indicated almost as 
many variations in payment of agen- 
cies for investigations and research 
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THE BUSINESS WEEK 
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In the past 8 weeks business activity 
has recovered a year’s lost ground 


ITH relentless accuracy The Business Week barometer re- 


cords a phenomenal recovery of business activity. 


In eight 


short weeks a year’s losses have been regained—income restored 


to business at a rate of $10 Billions a year. This is the longest 


sustained swing the Business Index has shown since its beginning 


in 1929. 


First to know exactly the extent of this unprecedented revival, 


first to appreciate its significance, first to share in the restored 


income are the businesses administered by the 75,000 readers of 
The Business Week. 


What better market place for those who wish to partake in the 


increased buying power now in the hands of American business? 


The BUSINESS WEEK primary for Busines 


as there are such analyses. Of the 
30 advertisers who make no payment 
for such service, eight are in the 
$500,000 to $1,000,000 class and seven 
over $1,000,000. 

These 15 advertisers also get art 
work and mechanical work at cost, 
it is indicated, while 13 do not even 
pay a creative charge for preparation 
of direct mail, circulars and booklets. 
Eleven do not pay such a charge for 
dealer and salesmen’s promotion ma- 
terial, broadsides, portfolios, etc. 

Cut-rate and house agencies have 
failed to hold their clients in many 
instances, it is revealed. Of 13 ad- 
vertisers who have had experience 
with such agencies, only three are 
now using them. 

Seven said they discontinued be- 
cause the service proved inadequate; 
one said the service was fairly satis- 
factory, but he prefers his present 
agency at full commission; one re- 
ported his present agency gave him 
a cut rate when his service needs 
were smaller and one said his pre- 
vious cut-rate service was just as 
good. 

Of 25 advertisers now spending 
over $1,000,000 a year, 18 said they 
have had no experience with cut rate 
or house agencies; five have had such 
experience and found it unsatisfac- 
tory; and two now use such agencies 
for part of their business. 

Possibly the most significant ques- 
tion propounded by Mr. Young was 
this: “What do you think about 
agency compensation in your own 
case? Do the commissions earned 
on your account compensate your 
agency fairly, excessively, or too 
little? If you were employing your 
agency on a fee basis would you be 
willing to pay an amount equivalent 
to present commissions on your ac- 
count?” 

Of 25 advertisers in the over 
$1,000,000 class, four were doubtful; 
seven wholly satisfied; five satisfied 
with reservations and nine were dis- 
satisfied. 

Of 101 advertisers in all classes, 
nine are doubtful; 43 wholly satis- 
fied; 24 satisfied with reservations; 
19 definitely say they consider their 
agent’s compensation excessive; and 
six doubt whether they would be 
willing to pay an equivalent fee. 


Reasoning of One 


An “over $1,000,000” advertiser 
who is content with the present situ- 
ation told why in these words: “Our 
agency so thoroughly understands 
our mutuality of interest that it 
shows no tendency to urge the use 
of commissionable media at the ex- 
pense of activities on which no com- 
mission is earned. Even if such a 
tendency should develop, we are con- 
fident of our ability to control it.” 

Another smaller advertiser com- 
mented: “I do not feel that the pres- 
ent method of compensating agencies 
works to our disadvantage as I feel 
they are very intelligently selfish.” 

General opinions about the disad- 
vantage of the present method of 
compensation were summarized as 
follows: 

“Four say it prejudices the agency 
against the use of non-commission- 
able media. 

“Two say it encourages the use of 
high-cost art work. etc. 

“One says it makes the agency a 
space seller. 

“One says it produces excessive 
compensation for agencies in some 
cases (though he considers his own 
fair). 

“One says it creates suspicion of 
agency recommendations. 

“One says it makes his company 
executives suspicious of agency 
recommendations but not him (an 
advertising manager). 

“One says it causes agencies to pay 
excessive salaries. 

“One says it makes the agency un- 
duly interested in the size of the 
account.” 


Many Alternatives Suggested 


A number of advertisers discussed 
possible alternatives to the present 
method of paying agencies. Among 
those suggested were: 1, a fee, to be 
arranged between each advertiser 
and agency; 2, a sliding scale, higher 
than 15 per cent for small accounts, 
lower than 15 per cent for large 
accounts; 3, a standardized scale of 
prices for different kinds of work, 


leaving each advertiser 
choose the service he needs. 
An advertiser spending betwe 
$250,000 and $500,000 espoused ¢ 
tinuation of the present system: 
“If the commission were remoy 
and a fee basis substituted a gre, 
many manufacturers would attem 
to plan their own advertising. Po, 
results would naturally follow 
cause very few advertisers would } 
able to gather about them the tale, 
which an agency can offer, the cog 
of which is spread over the comm) 
sions received from several accoun 


“This would lead to less and |e 
advertising, which would result 
smaller income by the publication 
or whatever mediums were usgej 
This in turn would continue on 
eycle of less editorial expenditure 
less reader interest, less circulation 
etc.” 


free 


Traces Doveleoenilll 


In tracing the development of th 
advertising agency and the adoptio 
of the 15 per cent commission sy 
tem, Mr. Young supplies a highly 
teresting historical background f 
national advertising as practiced t 
day. He shows how the advertisir 
agent began as a wholesaler of spac 
who frequently was the exclusiy 
representative of publications, 
often received 25 per cent comm 
sion or more; that the “spec 
agents” of publications later force 
the agencies to become “gene 
agents,” and that competition froj 
publishers and others was at the bo 
tom of the development of copy se 
ice, which was thus supplied as 
distinct after-thought. 

The establishment of the “ope 
contract” system by N. W. Ayer 
Son was followed by the Curtis Pu 
lishing Company’s agency contract | 
1901, its purpose being to elimina 
cut rates and to refuse commissia 
to any agent who did not main 
the rates of its publications. 


Service Angle Grows 


“Two other developments of i 
portance in the new agency str 
ture took place during the deca 
1900-1910,” Mr. Young says. “0 
of these was the general adoption } 
agents of the policy of working @ 
clusively for one advertiser in 
given line of trade. This policy de 
nitely marked a new conception ¢ 
the advertiser-agency relationshi 
The agent now presented himself 
the advertiser as guide, counsel 
and friend, and sought a relatio 
ship of intimacy and confidence. 

“Agency solicitors became ‘servid 
men’ or ‘account executives.’ Adve 
tisers became ‘clients’ instead of ‘cu 
tomers.’ A new type of man, with 
professional point of view, appeare 
in the agency business. 

“One of these newer men, Ha 
Dwight Smith, began in 1908 to se 
to advertisers the need for a PD 
liminary internal and market survé 
of a business, before advertising. 
success in developing advertising | 
this way brought about the form 
development of market research as 
feature of agency service. And o 
of this development grew the agent 
concern with all the phases of 
business which might affect the su 
cess of its advertising. Fees 
agents for services preparatory 
advertising began to be heard of. 

“By 1912 the competition and 
pansion in agency service had § 
increased that a 10 per cent comm 
sion no longer gave adequate Col 
pensation to the agent who met 4 
the new service standards. Some 
the leading agencies were chargil 
15 per cent on the net, which maé 
their charges above the publishe 
card rate where the commission W 
10 per cent; but below the card ré 
where the commission was 15 P 
cent, as it was with most newsP 
pers. 

Increase Commissions 


“Becoming convinced that age 
service, as it had been developed, 
quired a higher commission, magazi 
publishers began to change from 
commission of 10 per cent with 5 P 
cent cash discount to a commissié 
of 13 per cent with 3 per cent 
discount; and these latter figu 
soon became standard througho 


(Continued on Page 14) 
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SS 


1932 


COVERAGE 


Percentages of coverage 

of the families of Chicago 

and suburbs by daily 
newspapers 


FAMILIES AND DAILY NEWSPAPER CIRCULATIONS 


1917 


Number Coverage Number 
Families ..748,136 ... 1,157,677 
Tribune ..244,755 33% 
American .252,650 34% 
222 49% 


| The ‘Tribune's 


You can reach practically the entire group of prospects for your merchandise in Chi- 
cugo and suburbs today with the Tribune’s 52% coverage of the families in this community. 
They are the group—over 600,000 families—who have an appreciation of advertised prod- 


ucts and the means to buy them. 


Tribune circulation in Chicago and suburbs blankets the families in the higher income 
brackets and penetrates through all present day strata of buying power of interest to adver- 
tisers. It embraces practically all who spend the money for advertised goods in metro- 


politan Chicago today! 


This 52% coverage is greater in size than the coverage 
offered by any other newspaper in Chicago. The superior- 
ity of its quality is a long-recognized fact. Chicago’s great 
department stores testify to this by placing more lineage in 
the Tribune than in any other newspaper, and by steadily 
increasing the percentage of their lineage in the Tribune 
—28% in the first six months of 1932; 33.5% in the last 
six months, and 37.6% in the first four months of this year. 


This selective coverage is a direct reflection of the 
Tribune’s editorial independence and vigor which make 


this newspaper a powerful force in helping advertisers get 
sales volume in this market. 

Besides these 600,000 families in metropolitan Chicago 
there are over 170,000 additional able-to-buy families in 
the trading centers surrounding Chicago who read the 


Chicago 


52/0 coverage | 
reaches 100% consumer 
buy -ability in CHICAGO 


Tribune regularly. And this is important, too! The 
Tribune’s rate per thousand circulation is lower than that 
of any other Chicago newspaper. For an up-to-date 
analysis of sales opportunities for your product in Chicago 
call a representative now. 


CUribune 


THE WORLD*S GREATEST NEWSPAPER 
FIRST IN INFLUENCE, FIRST IN COVERAGE, FIRST IN RESULTS 
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The Young Report on the Agency 
Commission System 


James W. Young, who was en- 
gaged to make a thorough study of 
advertising agency compensation as 
part of a general investigation of the 
costs of advertising, has made his re- 
port to a committee representing ad- 
vertisers, agencies and publishers. A 
summary of the report is published 
in this issue of ADVERTISING AGE. 

The 15 per cent commission sys- 
tem, which has been under fire by 
advertisers for some time, was up- 
held in Mr. Young’s conclusions as 
the most practicable method of com- 
pensation. He analyzed the present 
practice of using agency service, con- 
sidered the arguments for and 
against the present method, and con- 
cluded that no other method would 
work so well in providing the serv- 
ices which advertisers and publish- 
ers require. 

The conclusions of the report will 
not be pleasing to the advertisers 
whose attacks on the agency com- 
mission system were primarily re- 
sponsible for the present study. They 
feel that the larger advertisers espe- 
cially have been paying too much for 
service, or rather, that agencies han- 
dling large accounts have been un- 
able to earn all of the commissions 
which they have collected. 

The weakness of the criticisms of 
the present system has been that no 
one has yet proposed a plan which 
seems to be entirely practicable, and 
which will maintain the agency sys- 
tem on a basis permitting adequate 
service to all types of accounts. From 
the publisher’s standpoint, the pres- 
ent system is desirable because it 
provides incentive for the creative 
work of agencies in the development 
of advertising accounts and their 


maintenance on a basis profitable to 
the advertiser. 

If the advertiser group can develop 
a plan which will win acceptance as 
providing an entirely workable sys- 
tem of advertising agency service, 
attractive to the agencies themselves 
and supplying satisfactory service 
both to advertisers and publications, 
as well as other mediums which 
recognize the agency through the 
payment of commissions, it will 
strengthen efforts to amend the pres- 
ent arrangement. But those who have 
the best interests of advertising as 
a whole in mind hesitate to recom- 
mend a change which may not be so 
generally workable as that which has 
been in existence for so many years. 

As ADVERTISING AGE has pointed 
out heretofore, the agency commis- 
sion system as at present operated 
has its vulnerable points. Some 
agencies are probably overpaid, and 
on certain other accounts’ the 
agencies are poorly compensated for 
their time and efforts. But in gen- 
eral the system has worked, in the 
sense that it has given advertisers 
expert service which would be hard 
to duplicate within their own organi- 
zations, it has helped publishers by 
providing a definitely creative sales 
effort in behalf of all advertising, and 
it has made possible sufficient profits 
to attract high-class talent to agencies. 

These advantages have thus far 
outweighed the disadvantages which 
have been stressed in the frank cri- 
ticisms which have been leveled by 
many large advertisers at the pres- 
ent system. But this is an era of 
change, and if a better plan can be 
developed, it should be formulated, 
discussed, and put into effect. 


News in Advertising 


With the exception of war-time, 
there has never been a period in the 
history of the United States when so 
much important news has been re- 
ported. Hardly a day goes by that 
some highly important event is not 
heralded to the public. As a result, 
the mind of America is keyed to the 
idea of change. There is a high 
degree of expectancy on the part of 
the people, who are disappointed if 
they do not hear daily of something 
exciting, interesting or novel. And 
this applies to the things they buy as 
well as to subjects of more general 
concern. 

The situation is being taken ad- 
vantage of by advertisers in featur- 
ing news in their advertising copy. 
New products, new offers, new meth- 
ods of distribution are being played 
up in news style, with news heads. 
“This is news!” is a typical approach 
to the public on the part of the ad- 
vertiser who feels that he is depart- 


ing from the conventional presenta- 
tion, and who has something so dif- 
ferent from what has gone before as 
to justify offering the story to the 
public in the form of news. 

Another reason for utilizing the 
news approach is that it is probably 
the form in which the public is ac- 
customed to receive most of its in- 
formation. Allowing for the popu- 
larity of magazines, radio and other 
methods of acquiring information on 
current topics, the newspaper is read 
by practically everybody every day, 
and the news story published in the 
newspaper is absorbed quickly and 
easily by the average person. Hence 
news of advertised products is close 
enough to the form which is accept- 
able to the great majority to have a 
real advantage in presentation. 

News suggests change and action. 
And advertising appeals for action. 
News treatment of advertising seems 
therefore both logical and effective. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 503. WCAU. 


A beautifully produced booklet 
which takes the reader on a trip 
through the elaborate studios of 
WCAU, Philadelphia, and explains 
the facilities of the station. Many 
will prize the book as an example of 
fine printing. 


No. 480. 
Comics. 


Two companion publications of 
Metropolitan Sunday Newspapers, 
giving in minute detail all of the 
facts on circulation, coverage, cost 
and influence of the publications in- 
cluded in the group. One discusses 
Sunday gravure advertising in the 
ten publications in the group, the 
other gives similar information on 
the comic supplement sections. 


Metro-Gravure and Metro- 


No. 459. Fawcett Women’s Group. 

An exhaustive and detailed analy- 
sis of the circulation, by cities and 
towns of over 1,000, and by counties, 
of True Confessions, Screen Book, 
Screen Play, and Hollywood, the pub- 
lications which make up the Fawcett 
Women’s Group. 


No. 462. Route List of Retail and 
Wholesale Grocers. 


A complete list of groceries in 
Louisville, arranged geographically. 
Also a route list of drug stores. Pub- 
lished by The Courier-Journal and 
Louisville Times. 


No. 468. Fadeless Publicity. 


An interesting presentation show- 
ing the wide variety of sizes, designs 
and colors in which enameled ;iron 
signs may be secured, and the uses to 
which they may be put. Also in- 
cludes details on cost, method of 
productions, and full color showings 
of signs made by Ingram-Richardson 
Manufacturing Company, by whom 
the book is published. 


No. 368. The Open Road for Boys 


Magazine Tells Its Story. 


This fifty-four page brochure is- 
sued by The Open Road for Boys 
Magazine portrays the tremendous 
immediate purchasing power of the 
boy market today, the influence of 
boys on family purchases and the 
great influence on future markets 
that today’s boys have. The brochure 
presents an interesting picture of the 
boy market with especial emphasis 
on the phenomenal responsiveness of 
this boys’ magazine, listing among 
others, a case where an 85-line ad- 
vertisement brought 26,000 direct in- 
quiries. It further explains the 
magazine’s policy of guaranteeing 
advertisers superior results. Alto- 
gether a unique and _ interesting 
analysis of the boy market. 


No. 464. Pacific Coast Markets. 


Published by Associated News- 
paper Color, Inc., gives valuable in- 
formation regarding the natural trad- 
ing areas on the coast, and breaks 
the market into six sections, disre 
garding state lines. Other valuable 
information on retail sales and news- 
paper circulations is included. 

No. 471. How Much for “Point of 
Purchase”? 


A concise and complete discussion 
of the part played by point of pur- 
chase material in the selling plan, 
with particular reference to the value 
of Neon signs. Published by Neon 
Products, Inc., Lima, O. 


No. 482. The Bar-Mor Display Cabi- 
nets. 


Descriptive material explaining the 
functions, operations, sizes, etc., of 
Bar-Mor display cabinets, unique 
devices in which actual merchandise 
may be displayed, as well as de- 
calcomania transfers and projections 
from standard lantern slides. 
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PRE-SHRUNK NECK? 


"| don't know his collar size, but my fingers just meet around his neck!" 


—Dry Goods Economist, 


Voice of the Advertiser 


“Way Back When” 


Copy Intrigues Meyer 

To the Editor: Now that railroad 
advertising is being released for the 
summer of 1933, many of your read- 
ers might be interested in a repro- 
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duction of the enclosed advertise- 
ment which appeared in Harper’s 
Magazine, March, 1884. 

The advertisement was signed by 
the St. Paul, Minneapolis & Manitoba 
Railway, which later was developed 
by its president, James J. Hill, the 
Empire Builder, into the present 
Great Northern system. 

The boys who wrote railway ad- 
vertising back in 1884 certainly 
didn’t have to restrain themselves 
because the layout man_s short- 
changed them on copy space. In 
fact, I doubt whether layout men had 
anything to do with the advertise- 
ments of those days. 

It is particularly interesting to me 
to note how this early advertisement 
stressed the medicinal value of the 
air of Minnesota and North Dakota, 
and of the salt water bathing at 
Devil’s Lake. 

WALLACE MEYER, 


Vice-president, Reincke-Ellis-Young- 


green & Finn, Inc., Chicago. 


It’s Getting to Be 
a Matter of Hours Now 


To the Editor: Your April 22 issue 
found C. W. Aubuchon, manager of 
promotion for the St. Louis Star and 
Times, “idly wondering” whether or 
not the Falstaff advertisement pub 
lished in his paper April 6 was the 
first color page of beer advertising in 
any American newspaper. 

I am enclosing a copy of the two- 
color advertisement we prepared for 
the Bruckmann Company, Cincinnati, 
advertising their Bruck’s Beer. 

This copy in the early morning edi- 
tion of the Cincinnati Enquirer of 
April 6 appeared upon the streets of 
Cincinnati before 11 p. m., April 5. 

FREDERICK L. CAVALLY, 

Frederick L. Cavally Advertising 

Company, Cincinnati, O. 


vvy | 


Barnett Gets Chuckle 


Out of Farm Paper Copy 


To the Editor: H. H. Johnson of 
Clay Center, Neb., touched a spot 
close to my heart in his letter to you 
suggesting that “it would do most 
agency men a lot of good to get out 
in rural districts and absorb the con- 
ditions of agriculture.” 

We who know the farm field get 
many a good laugh at some of the 
illustrations and copy in farm paper 
advertisements. The farmer must 
get a few chuckles too. 

We agree with Mr. Johnson that 
the farm field is going to offer un- 
told opportunities to advertisers. It 
looks as if the next building activity 
of any note is going to be on the 
farm. The lumber business will 
probably be revived by this market, 
because farm buildings will continue 
to be built of lumber. 

Furnace manufacturers will find it 
a fertile market, not to mention the 
possibilities for modern bath room 
fixtures, house furnishings, and even 
electric refrigerators and other ap- 
pliances. Many farms are now on 
high lines—many more will be—and 
a lot of them have 22-volt electric 
light plants. 

Great possibilities are offered as 
soon as the farmer gets something 
to use for money. 


WELLS H. BARNETT, 
President, Weston-Barnett, Inc., 
Waterloo, Ia. 
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Hom, h’mmed Mr. Apfel anxiously. 
“Steel is down to sixteen percent capacity. Business 
must be terrible!’ Mr. Apfel, who makes ice cream 
cones sold in small confectionery stores, decided to 
go slow. (Odd prices on almost everything have given the 
Sweeney children more pennies than they have ever had!) 

“Car loadings off three weeks running,” remarked 
J. Turges Pivington. “‘We better hold up those 
orders and see what happens.” (But women customers 
of the Pivington store have been driven frantic the last two 
years by apologetic salespeople who want to “‘order it for 
Jou.”’) 

“Commodities suffer slight decline,” said the 
financial page, and P. X. Pelt, manufacturer of 
handbags, decided to call off his seasonal trip. (A 
lot of women have discovered that they can make the old 
purse do until they see something they like.) 

Humorous? Not at all! Merely typical instances of 
business thinking these past two years! 


Tue heathen in his blindness bows down 
to wood and stone. The savage in the bush is tripped 
up by a thousand taboos. The Navajo might not 
plant corn unless the omens were propitious. Ancient 
Egypt steered its affairs by far off stars. Imperial 
Rome sought counsel in the mumblings of oracles 
suffering from indigestion. And in this enlightened 
age we find business men, auto-intoxicated with 
excess information, turned into readers of charts 
and seers of statistics, serfs of “conditions’”’—eye- 
weary watchers for doves bearing olive branches on 
an economic Ararat. The great heart of American 
business made the massed misfortunes of the world 
the measure of its own expectancy, circumscribed 
its own quota by the quantity of assorted grief on 
hand. .. . And the universal policy has been one of 
waiting, waiting for better times, for better business 
to come. 

We forget that the so-called “economic laws” 
under which we have been cowering are rarely 
absolute, often not laws at all; usually trends, 
tendencies and accumulations. Like most of -the 
physical laws they can be changed, voided or cir- 
cumvented: by accident, such as invention and 
discovery; by massed opinion, such as sentiment, 
prejudice, boycott, hysteria; by initiative and enter- 
prise. Men still sail boats against the wind, fly 
planes against gravity, keep dry in rain and warm 
in winter, . . . Individually we may not be able to 
find exemption against prevailing conditions, or a 
sesame to better business. But waiting is at best a 
wasteful remedy! 

Meanwhile . . . one hundred and -twenty-two 
million people go on living and wanting and 


buying. Ten million housewives are in the market 
today for anything new for tonight’s dinner. Ten 
million women still look in mirrors every morning, 
customers for something to keep or recall that 
schoolgirl complexion. Ten million young men still 
take a lively interest in the cut of their collars, the 
quality of their cigarettes, the appearance of their 
automobiles, or anything that will affect their 
immediate present or indeterminate future. Ten 
million children today ask their parents for some- 
thing—from a stick of gum to a trip to Europe. The 
needs and wants of these millions are open doors for 
good salesmanship—because the buying power of this 
country is far in excess of its buying these past two years! 
With so much taken for granted, there is always 
room for exceptions. The stout hearted seller who 
ventures forth in the rain of depression will not only - 
fare better now than his brethren, but be well up in 
the parade when prosperity sticks its long-awaited, 
shining face around the many-angled corner. 


I you are tired of waiting and intent on 
selling, we suggest Telling It to Sweeney—the 
uncommonly fortunate common people in the New 
York market. The Sweeneys are the people with 
incomes from six thousand dollars down, the middle 
class and the medium incomed. There are twelve 
million of them in New York City and its suburbs. 
Independent of any one industry, free of the 
problems of the farmer, blessed with open banks 
and bulging savings banks, experiencing less un- 
employment than most parts of the country, better 
paid and better off and better buying—the Sweeneys 
are easily the best market in the world today, and 
the only open market in New York. If you have 
nothing to sell to them, you are not going to be in 
business for some time to come. If you have and fail 
to sell it, you are not making the most of your most 
opulent opportunity. And if you are not advertising 
to the Sweeneys, you are missing today’s only active 
market. 

Tell It to Sweeney—in New York, in The News! 
This one newspaper alone and by itself reaches 
two-thirds of New York City families, one-fifth of 
suburban families. Jt reaches most of the Sweeneys (and 
more Stuyvesants than any other newspaper)! It reaches 
them more effectively, because advertising on its 
small pages is more seen and more read, has more 
chance to do more work. It costs so little that the 
cost of doing without it is high. And it has no sub- 
stitute in this market at this time. Cf., New York 
retail linage figures for proof. : 

Tell It to Sweeney—and better your business in 
the country’s best market! May we tell you more? 


a News 


j New Yorks Picture Newspaper 


220 EAST FORTY-SECOND STREET, NEW YORK 
Tribune Tower, Chicago + Kohl Building, San Francisco 
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ADVERTISING AGE 


May 20, 1933 


WARD TO DROP 
DISTRIBUTION 
OF CIRCULARS 


Will Concentrate in News- 
papers for a Month 


Chicago, May 17.—Montgomery 
Ward & Co., chain store and mail 
order house, will abandon distribu- 
tion of circulars to homes June 1 in 
favor of newspaper advertising in all 
cities where stores are operated. 

This announcement was made at 
the spring meeting of the Inland 
Daily Press Association today by J. 
S. Gray, of the News, Monroe, Mich., 
as chairman of the association’s 
chain store committee. 

The discontinuance of this direct 
advertising is in the nature of a 
test to be made for one month. At 
the same time Montgomery Ward & 
Co. have adopted centralization of 
retail advertising, all of which will 
be prepared at Chicago and for- 
warded to district managers for in- 
sertion. 

Montgomery Ward & Co. have also 
set aside a day for a conference with 
publishers. Some phases of news- 
paper rate structures which are not 
thoroughly understood by the adver- 
tiser will be discussed at this meet- 
ing. 

Studies Volume Discounts 


Chief of these, the speaker indi- 
cated, is a volume percentage con- 
tract. Montgomery Ward & Co. have 
a number of such contracts with 

-hewspapers. This type of contract 
gives a premium to the advertiser 
who is willing to concentrate his ad- 
vertising in one paper to the exclu- 
sion of competitors. In some cases, 
it is said, the advertiser using only 
10,000 lines in a given period can get 
the same rate as the one using 25,000 
lines, earning extra discounts by run- 
ning 100 per cent of his copy in one 
paper. 

The Inland Daily Press Associa- 
tion is considering creation of a bu- 
reau to maintain closer contact with 
chain store organizations. A possible 
alternative is shifting of headquar- 
ters from Madison, Wis., to Chicago. 

The association adopted a resolu- 
tion endorsing the Capper Bill, intro- 
duced in Congress to fix responsibil- 
ity for fraudulent advertising on the 
advertiser and another opposing in- 
clusion of circulation guarantees in 
orders from agencies or advertisers. 
In this respect it followed the lead 
of the American Newspaper Publish- 
ers’ Association. 


Calls Testing Important 


H. A. Lewis, assistant general 
manager of sales, Standard Oil Com- 
pany of Indiana, said testing of ad- 
vertising is one of the most impor- 
tant jobs of today. This means the 
campaign for each city that will pull 
best in that city. Newspaper pub- 
lishers can be of great aid in keeping 
advertisers apprised of changing 
local conditions, he said. 

Stephen Bolles, of the Gazette, 
Janesville, Wis., rapped bankers and 
bank advertising. Bankers have been 
too busy trying to induce newspapers 
to suppress the facts, he said, to do 
a good advertising job. 

“They are fond of the statement, 
‘depositors will probably be paid in 
full,’”” commented Mr. Bolles. “None 
has yet had the guts to use the ad- 
vertising columns to say that it is 
an impossibility for a bank to pay 
all depositors in full at the same 
time and stay in business.” 

Charles C. Younggreen, executive 
vice - president, Reincke-Ellis-Young- 
green & Finn, Chicago, another 
speaker at the meeting, pointed out 
that newspaper advertising must be 
newsy, above all else. “If advertis- 
ing in newspapers is perfunctory in- 
stead of presenting news about prod- 
ucts it will naturally be passed up 
by the reader,” he said. 

He asserted that the newspaper is 
in an unusually fortunate position 
with reference to advertising at the 
present time, due to the fact that 
hundreds of advertisers are starting 


over again. “Many former national 
advertisers are now sectional adver- 
tisers,”’ he said, “while many former 
sectional advertisers are rebuilding 
and testing in one or two territories.” 

The greatest aid in securing local 
advertising, Mr. Younggreen  de- 
ciared, is good copy and merchandis- 
ing ideas. 


Oil Burner 
Is Perfected 
By Kelvinator 


Detroit, Mich., May 18.—Kelvinator 
Corporation will go into production 
May 24 with a new type of perfected 
oil burner for home heating, to be 
distributed largely through the com- 
pany’s existing sales organization, it 
was announced by George W. Mason, 
chairman of the board and president. 

Addition of an oil burner to the 
Kelvinator line follows several years 
of experimental work and testing of 
burners of various design. Tooling 
up for production was started only 
after a burner was developed which 
Kelvinator engineers feel meets fully 
the needs of modern home heating. 

“The manufacturing and sale of oil 
burners, which has its heaviest sea- 
son from June to October, inclusive, 
fits in exceptionally well with our 
program and will smooth out sea- 
sonal production and sales curves 
which always accompany any exclu- 
sively refrigeration operation,” Mr. 
Mason said. 

Present plans call for sale of the 
new Kelvinator oil burner through 
distributors in a limited number of 
selected key cities this year. No 
effort will be made to get national 
distribution for the new _ product 
until a year of merchandising expe- 
rience has been passed through and 
merchandising policies established. 


Stresses Value of Business 
Papers in Unique Series 


Engineering Publications,  Inc., 
publisher of Domestic Engineering, 
Heating, Piping and Air Condition- 
ing. and other publications, has 
launched a unique campaign de- 
signed to sell industrial executives 
on the value of the business paper 
as an aid to industry. 

The campaign consists of a series 
of 12 advertisements, addressed to 
business men in general, and stresses 
various services which they may 
secure from the business press. 

The advertisements according to 
F. P. Keeney, president, will be run 
in the company’s three papers, and 
in addition the copy is being made 
available, without charge, to other 
business papers who may desire to 
use it. 


Josephine Durham Heads 
St. Louis Women’s Club 


Josephine Durham, copy writer for 
Stix, Baer & Fuller department store, 
has been elected president of Wom- 
en’s Advertising Club of St. Louis, 
succeeding Alice Davis, who has re- 
signed from the advertising staff of 
Mercantile Commerce Bank & Trust 
Company to become vice-president of 


Sweetland Advertising, Inc., New 
York. Beatrice Adams, advertising 
manager, Ideal Stencil Company, 


Belleville, Ill., has been named vice- 
president of the club. 

The organization recently com- 
pleted a widely publicized contest to 
discover the typical mother of 1933 
in connection with the showing in 
the city of Whistler’s portrait of his 
mother. 


General Mills Will 


Use Color in Comics 


General Mills, Inec., Minneapolis, 
has released a campaign calling for 
half-pages in color comics. Several 
insertions will be given to a large 
list of newspapers. 

The account is handled by 
Blackett-Sample-Hummert, Inc., Chi- 
cago. 


Handles AC Promotion 


Alfred C. Rantsch has been ap- 
pointed engineer in charge of sales 
promotion of the die cast plant of 
AC Spark Plug Company, Flint, Mich. 


Names Martin 


American National Gasoline Com- 
pany, Detroit, has appointed Martin, 
Inc., new Detroit agency. Newspa- 
pers and radio will be used. 


NEW AID FOR QUAKER OATS CUSTOMERS 


| 


Egg stamping machine which Quaker Oats Company is supplying to 
users of its Ful-O-Pep Egg Mash in and around Madison, Wis. 


RADIO SALES IN 
APRIL FALL OFF 


New York, May 18.—Radio adver- 
tising time sold by chains in April 
totalled $2,462,970, compared with 
$4,004,484 in April, 1932, National 
Advertising Records reports. This is 
the tenth consecutive month in 
which chain sales have fallen below 
the same month of the preceding 
year. 

April sales also showed a larger 
than seasonal drop from the March 
total of $3,013,565. Of the total time 
sold in April, National Broadcasting 
Company accounted for $1,690,177, 
while Columbia Broadcasting Sys- 
tem’s share was $772,793. 

Total time sales by the chains for 
the first four months of 1933 are 
given as $10,899,334, compared with 
$16,180,629 for the same period of 
1932. 

Only five of the 23 classifications in 
the report showed a gain over the 
same month of last year. These were 
house furniture and furnishings, up 
from $41,907 to $43,079; lubricants 
and petroleum products, up from 
$167,854 to $280,612; office equipment, 
up from nothing to $5,577; radios, 
phonographs and musical _instru- 
ments, up from $30,959 to $35,600; 
and travel and hotels, up from $2,446 
to $3,643. 

Leading Users 

Standard Brands, which occupied 
second place last month, jumped to 
first place in April, with total expen- 
ditures of $154,794 for Chase and 
Sanborn coffee and tea, Fleisch- 
mann’s yeast, and Royal gelatin. 
Pepsodent Company was in second 
place with total time expenditures of 
$127,221. Others spending more than 
$50,000 during the month included: 

American Tobacco Company, $63,- 
485; General Foods Corporation, 
$65,815; General Mills, Inc., $54,160; 
Liggett & Myers Tobacco Company, 
$60,640; and Wm. Wrigley, Jr., Com- 
pany, $79,168. 

In the spot broadcasting field, 
based on 45. stations scattered 
throughout the country, Beech-Nut 
Packing Company continued in first 
place, with expenditures of $14.850, 
while Iodent Chemical Company 
moved into second place with an ex- 
penditure of $11,644. Other impor- 
tant users of spot broadcasting were 
General Mills, Inc., $6,067; Para- 
mount-Publix Corporation, $7,500; 
Stanco, Ine. (Nujol), $6,970; Vick 
Chemical Company, $5,402; and 
Yosemite Park & Curry Company, 
$7,500. 


Agency Has Exhibit 

Badger & Browning, Inc., Boston, 
set a new precedent when it exhib- 
ited at the second New Products Ex- 
position held in Boston last week un- 
der the auspices of New England 
Council. A manual on new product 
development and merchandising was 
especially prepared for the exhibit. 


Expand Ingram Program 


Beginning May 26, Bristol Myers 
Company will add a third broadcast 
to their present two-a-week schedule 
for Ingram shaving cream. Phil 
Cook and Andy Sannella will be fea- 
tured. 


Hamilton Gibson 
Quits ‘McCall’s’ 
Post to Retire 


Chicago, May 17.—Hamilton Gib- 
son, since 1922 western manager for 
McCall’s Magazine, with headquar- 
ters in Chicago, has announced his 
retirement from business, effective 
May 15. 

Mr. Gibson has had a long and 
varied career in the advertising 
field, starting with Rand, McNally & 
Co., Chicago, and becoming succes- 
sively advertising and sales manager 
of Sanitol Chemical Laboratory 
Company, St. Louis; advertising and 
sales manager, Ralston Purina Com- 
pany, St. Louis; and advertising 
manager, Hunt Bros. Company, San 
Francisco. 

He joined the Chicago sales staff 
of Delineator in 1913, leaving that 
post to become advertising director 
of Woman’s World. In 1921 he be- 
came a partner in Kling-Gibson Com- 
pany, advertising agency, from 
where he came to McCall’s. He is a 
former president of the Agate Club 
of Chicago. 

Mr. Gibson will be succeeded as 
western manager by Malcolm Mac- 
Harg, who has been western man- 
ager of Red Book and Blue Book, 
McCall publications, for several 
years. 


Weller to Head San 
Francisco Club 


Earle V. Weller, Pacific coast vice- 
president of Campbell-Ewald Com- 
pany, was elected president of the 
San Francisco Advertising Club at 
the annual meeting, succeeding Roy 
Frothingham, National Broadcasting 
Company. Other officers’ elected 
were: 

Vice-president, Charles Pritchard, 
sales manager, Bonestell & Co., paper 
distributors; treasurer, Edmond 
Goldman, advertising manager, San 
Francisco Bank; secretary, Elsie Mc- 
Elaney, personnel manager, Living- 
ston’s; directors, A. B. Mueller, Par- 
affine Companies; Don Sias, Paul 
Block & Associates: Wilmot P. 
Rogers, California Packing Corpora- 
tion; Chas. W. Collier, Recorder 
Printing & Publishing Company: 
Walter F. Stevens, Foster & Kleiser 
Company. 


Hannagan to Agency 


Steve Hannagan, for 14 years direc- 
tor of publicity for the Indianapolis 
motor speedway, has announced that 
he will resign that post after the 
annual 500-mile Decoration Day race 
to become manager of the new busi- 
ness department in the New York 
office of Lord & Thomas. 


Carries Test Campaign 


The test campaign for Selby Shoe 
company, which was reported in the 
May 6 issue of ADVERTISING AGE as 
running in St. Louis and Cleveland, 
is also running in Indianapolis, 
where Indianapolis News is carrying 
the copy. 


Carpenter Joins Lawler 


Paul V. Carpenter has joined John 
J. Lawler & Associates, Milwaukee 
agency. Mr. Carpenter, who started 
newspaper work on the Milwaukee 
Sentinel, has also represented numer- 
ous American manufacturers in Eu- 
rope. 


QUAKER OATS TO 
AID POULTRYMEX 


New York, May 18.—Quaker Oats 
Company, Chicago, manufacturer of 
Ful-O-Pep Egg Mash for Poultry 


k 


feeding, has authorized Er win 
Wasey & Co. to release a test cam. | 
paign in Madison, Wis., newspapers 
in behalf of premium trade-markeq 
eggs. 

The promotion is planned and car. | 
ried on by the Quaker Oats Company 
in cooperation with a group of poul. 
trymen using the poultry feed, the 
retail chain, Hommel Brothers, Inc, 
which distributes the eggs, and mem. 
bers of the University of Wisconsip 
faculty. The campaign is said to be 
the first example whereby the manv. 
facturer of a poultry food has pro. 
vided his customers with advertising 
designed to build up the market for 
their produce. If the test is suc.) 
cessful, the plan will be applied ha: | 
tionally. 

The idea is to stimulate demand. 
for quality eggs bearing the Ful-0.. 
Pep trade-mark, which is loaned to 
the poultry raisers cooperating. Copy 
stresses the fact that consumers may 
now obtain trademarked eggs, fully 
guaranteed, laid by hens which have 
been fed only specially prepared egg | 
mash, manufactured by scientific 
methods. 

Imprint Trade-Mark 


The advertisements mention the 
Producers Association, an organiza- 
tion formed by the advertiser to sup- 
ply the trade-marked eggs. The com- | 
pany loans the poultrymen who join. 
a machine for imprinting the trade. 
mark in two colors on each egg, and 
supplies special cartons identifying 
each producer by code. 

Any poultry owner who agrees to 
abide by the rules of the association 
is eligible. He must agree to feed 
his hens the company’s product, not 
allow them to scratch in promiscu- 
ous debris, gather the eggs twice 
daily and observe other rules of sani- 
tation, so that the eggs can be adver- 
tised as “safe, pure and high in food 
value.” 


t 
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Canada Increases 


Periodical Postage 


Amendments to the Canadian 
postal laws, soon to be enacted, will 
increase the second class postage 
rate to four cents a pound on the 
advertising contents where the ad- 
vertising portion exceeds 50 per cent. 
The effect of the new rate will be 
to eliminate the advantage for 
American publishers in shipping 
their periodicals to Canada for mail- 
ing. 

In connection with this matter, 
George C. Lucas, executive secretary 
of the National Publishers Associa- 
tion, New York, has resumed nego 
tiations regarding the removal of the 
five cents per copy duty, believing the 
recent course of international affairs 
gives promise of success. | 


Wiley, Shaw, Moran 
Form Outdoor Service 


Poster Plant Representatives, Inc., 
500 Fifth Ave., New York, has been 
formed to give representation in the 
eastern territory for outdoor plant 
owners throughout the country. 

Edward J. Wiley, Jr., president of 
the organization, was formerly con- 
nected with the General Outdoor Ad- 
vertising Company. Alan K. Shaw, 
vice-president, was formerly asso- 
ciated with A. K. Shaw & Co., invest- 
ment brokers. | 

D. E. Moran, the treasurer, is| 
president of S. S. Koppe & Co., inter-| 
national publishers’ representatives. 

———— | 


Perfumes to Waters | 


Belmay, Inc., New York, has ap- 
pointed Waters Merchandising Cor- 
poration, New York, as sales agents, 
for Marion Lewis Parfums and the 
Marion Lewis Perfume Bar. The 
agency will also place the manufac: 
turer’s advertising, using newspa- 
pers, trade papers and direct mail. 


Alabama Coals F ormed 


Initial steps for the formation of 
Alabama Coals, Inc., a regional sell: 
ing agency patterned after Appala 
chian Coals, were taken May 11 at 4 
meeting attended by producers repre 
senting 84 per cent of the state’s pro 
duction in Birmingham. 
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GROCERY SECTION 
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AND PRICES PAID 


TEA PURCHASES BY MODERN MAGAZINES READERS 


BRAND 


10c or Less 


llc to 20c 


2le to 30c 


o 
7 
w 
- 


25 


D2 

- 

z 

= 

s 

oa 
>a oe Cf 


Shilling 


~ 
ie 
Mayfair 


Jewel 1 
M.J B 
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Butler 
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Harvest 
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ADVERTISING AGE 


May 20, 19% 


WORN-OUT NAG 
TO AID SALES 
OF AC PLUGS 


Horse Featured in Summer 
Replacement Drive 


Flint, Mich., May 18.—Not to be 
outdone by a competitor who has 
just completed a whirlwind “national 
change week” drive, AC Spark Plug 
Company will devote the entire 
month of June to an intensive and 
sustained “change’’ campaign, dur- 
ing which outdoor, magazine, trade 
publication, direct mail and point-of- 
purchase advertising will share in a 
stepped-up appropriation. 

A horse will be the tragic hero of 
the campaign. Proceeding, probably, 
on the theory that Dobbin today is 
news, Campbell-Ewald Company, the 
agency in charge, will send a de- 
crepit old nag, patched, bandaged and 
losing a shoe, limping across full 
pages of Saturday Evening Post, 
Country Gentleman and Maclean's 
and outdoor posters in 170 cities in 
the United States and Canada, pull- 
ing a hansom cab of other years be- 
hind him, while the line, “Don’t 
Drive Worn Plugs,” interprets the 
reason for a horse making his ap- 
pearance in an automotive parts ad- 
vertisement. 

Window posters, banners and coun- 
ter cards will display the same hero 
wherever AC plugs are sold. 

Preceding the consumer campaign 
mailings to 150,000 dealers and copy 
in Automobile Trade Journal, Auto- 
motive Merchandising, Motor, Super 
Service Station, and Canadian Auto- 
motive Trade will prime the trade 
for the drive. 


Urges Immediate Test 


The theme, “Worn Spark Plugs 
Waste One Gallon of Gasoline in 
Ten,” introduced last year, will be 
reiterated this season. 

With modesty new to automotive 


advertising, copy will declare that 
“no spark plug made today—not even 
an AC, the quality spark plug—is 
immune to wear.” After setting 
forth technical reasons for the accu- 
racy of the statement, copy will urge 
readers to have their plugs tested 
by a dealer while their car’s engine 
is running, with the AC Spark Plug 
Tester. 

“If they are merelv oxidized or 
earbonized from use, he will clean 
them in a few minutes with the AC 
Spark Plug Cleaner. But if they are 
badly worn—to a point where they 
are wasting gas and impairing per- 
formance—you will be wise,” copy 
will conclude, “to have the dealer in- 
stall a full set of new ACs.” 


Walter Ss. Norton 
Minneapolis Chief 


Walter S. Norton, of Norton & Peel, 
photographers, was elected president 
of the Advertising Club of Minneap- 
olis at the annual meeting. He will 
succeed Roy Brewer July 1. Mr. 
Brewer becomes not only a director 
but an honorary life member. Other 
officers: 

First vice-president, Randolph E. 
Haugan, Augsburg Publishing Com- 
pany; second vice-president, Ralph 
Wittgraf, Federal Hardware & Imple- 
ment Mutuals; secretary-treasurer, 
Donald J. Kelly, Wilcox-Mosher-Leff- 
holm Company; other directors, How- 
ard L. Cless, John Leslie Paper Com- 
pany; A. E. Schwartz, Minnesota 
Northern Power Company, and Ed- 
mund M. Kopietz, Minneapolis School 
of Art. 


“Plain Dealer” Slogan 
Strikes Popular Note 


“Something happened while you 
slept” is the catch-line of poster ad- 
vertising utilized by the Cleveland 
Plain Dealer to emphasize the im- 
portance of the morning paper. 

The slogan has struck the popular 
fancy in Cleveland and is proving an 
apt retort in many Cases. 


S. J. Turnblad Passes 


Swan Johan Turnblad, publisher 
of Svenska Amerikanska Posten, 
Swedish paper, died at Minneapolis 
last week after a long illness. In 
1926 he was presented with the Order 
of the North Star by the King of 
Sweden. 
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CLOTHING MERCHANTS 
Find it ‘Made to Measure’’ 


These retail dealers in wearing 
apparel know buying conditions 
in their neighborhoods. Their 
use of The Christian Science 
Monitor indicates a skill in fit- 
ting medium to market no less 
important than their facility in 
fitting garment to wearer ... 
indicates, further, a market 
worth cultivating by other 
merchants and manufacturers. 


NEWSPAPER 


FOR THE HOME 


THE 


CHRISTIAN SCIENCE 
MONITOR 


Published by The Christian Science Publishing\ Sociery, 


Branch Offices: 


New York, Detroit, 


Boston, Massachusetts 


Chicago, St. Louis, Kansas City, 


San Francisco, Los Angeles, Seattle, Miami... London, Paris, Berlin, Florence 


MODEL SALT PLANT TO BE SHOWN AT FAIR 


An animated life-size replica of its famous little girl, walking to and 
fro in actual rain, will be an arresting feature of the Morton Salt 


Company's exhibit at Chicago's Century of Progress. 


Inside the 


display is a working model of one of the company’s refineries. 


SRD LETTER FROM 
FORD IS ASSURED 


Detroit, Mich., May 18.—Definite 
assurance that more Henry Ford ad- 
vertising will follow this week’s sec- 
ond open letter, in which the Dear- 
born manufacturer devoted his en- 
tire space to promotion of the Ford 
car, as contrasted with his letter last 
week in which he commented on the 
national economic situation, has been 
given ADVERTISING AGE by a Ford ad- 
vertising official. 

“We will place similar advertising 
next week,” the Ford man said. 
“Plans for advertising to follow next 
week’s copy, however, are still tenta- 
tive.” 

In copy charged with personal con- 
fidence in his product, Henry Ford, 
in his second letter, declared: 

“The new Ford V-8 is a car that 
I endorse without any hesitancy. I 
know what is in it. I trust our 
whole thirty years’ reputation with 
it. It is even better than our pre- 
vious V-8. It is larger, more rugged 
and mechanically a better job all 
round. 

“T readily say this in an adver- 
tisement because I know the car will 
back it up.” 


Welcome Finance Change 


Local Ford dealers, in addition to 
taking heart in the continued na- 
tional advertising, this week wel- 
comed news of Ford’s sale of the Uni- 
versal Credit Corporation to Com- 
mercial Investment Trust Corpo- 
ration. 

Dealers here expressed the hope 
that the well-known “recourse” 
clause, which Universal Credit con- 
tracts contained, and which had long 
been a bone of contention between 
Ford dealer organizations and the 
Ford Motor Company, would be elim- 
inated in contracts issued by C. I. T. 

The “recourse” clause provides, in 
effect, that when the purchaser of a 
ear financed through Universal failed 
to meet payments, the finance com- 
pany could, if the car was in good 
condition when repossessed, have re- 
course to demand that the dealer 
continue payments. 

Dealers during the past year, in 
addition to objecting to Ford’s “lab- 
oratory” retail outlets, and to his 
former no-advertising policy, have 
cited the “recourse” clause as one 
more condition making it increas- 
ingly difficult for them to operate 
at a profit. 


Schwartz Directs Sales 


Paul L. Schwartz has become gen- 
eral sales manager for Duval’s Food 
Products Company, Smoothe-Freeze 
ice cream mix. The company has 
opened general sales offices at 489 
Fifth Avenue, New York. 


Continue Prune Copy 


United Prune Growers of Califor- 
nia, San Francisco, are planning a 
new campaign following their suc- 
cess in signing up growers represent- 
ing 80 per cent of the tonnage. 


Meeting Draws 
Premium Users 


To Windy City 


Chicago, May 19.—Buyers and 
users of premiums from all over the 
country gathered here this week for 
the National Premium Exposition, 
held under the sponsorship of Manu- 
facturers’ Merchandise Advertising 
Association. The exposition opened 
Monday and closed today. 

Interest at the meeting was di- 
vided between the displays of ap- 
proximately 100 manufacturers mak- 
ing every possible variety of premium 
merchandise, and the daily round 
table conferences held under the 
leadership of Frank H. Waggoner, 
editor, Novelty News. 

No set speeches were scheduled 
for the week, except at the opening 
luncheon on Monday. The afternoon 
round tables were reserved for purely 
informal discussion, the Tuesday 
session being designed for the par- 
ticular edification of manufacturers 
of food products, while the Wednes- 
day session was devoted to adver- 
tising agencies and sales executives, 
and the Thursday session to manu- 
facturers of household equipment. 

An interesting exhibit was a large 
map, showing the attitude of the 
various states toward premium mer- 
chandising. Only two states, Wash- 
ington and Kansas, now prohibit the 
use of tokens or coupons redeemable 
for premium merchandise by manu- 
facturers, the Wisconsin law which 
formerly prohibited this practice 
having been revised last year. 

Similar prohibitory laws are on the 
statute books, but are not being en- 
forced in Montana, Idaho and Ne- 
vada, according to the association. 
In the remainder of the states the 
giving of premium merchandise by 
manufacturers is not prohibited. 

Approximately $400,000,000 a year 
is being spent for premium merchan- 
dise, one official of the association 
estimated. 


Pretzels, Ice Cream 


New Food Combination 


Dandee Pretzel & Potato Chip 
Company, Cleveland, has started a 
new campaign featuring pretzels as 
an affinity of ice cream. 

The May Company’s soda fountain 
is collaborating. It first gave a pret- 
zel with every sundae and is now 
featuring a five-cent package of pret- 
zels with every ice-cream purchase. 
Stearn Advertising Company is in 
charge. 


G. L. Willett Dead 


Guy L. Willett, 58, superintendent 
at Louisville, Ky., for General Out- 
door Advertising Company, died May 
16 after a brief illness. He was as- 
sociated with the Gunning Advertis- 
ing System, pioneer in the outdoor 
field. 


Appoints Anfenger 


Godefroy Manufacturing Company, 
St. Louis, hair dyes, scalp and toilet 
specialties, has placed its advertising 
with Anfenger Advertising Agency, 
St. Louis. Newspapers. magazines 
and trade papers will be used. 


Fleming to Head’ 
Round Table for’ 


Insurance Grow 


Chattanooga, Tenn., May 197 
Charles C. Fleming, Life Insuranw 
Company of Virginia, was electy 
chairman of the Southern Rouwg 
Table of Insurance Advertising 
ference at the meeting held here thi, 
week. John W. Murphy, Pan A 
ican Life Insurance Company, 
named vice-chairman and T. J. 
mer, Protective Life Insurance 
pany, was elected secretary. 

Seneca M. Gamble, Volunteer § 
Life Insurance Company, retir 
chairman, was named delegate to 
national conference in Chicago. 
next meeting of the group will 
held in Greensboro, N. C. 

A feature of the two-day sessiq 
was a talk by Kenneth B. Miller, Li 
Insurance Research Bureau, Har 
ford, Conn., who stressed the neg 
for closer cooperation in sales anj 
advertising work. Other speaken 
included R. W. Conde of Insurang) 
Field, Louisville, who pointed ow) 
that insurance advertising must 
primarily institutional to be succegs 
ful; Karl Ljung, Jr., Jefferson Stané¢ 
ard Life Insurance Company; Georg 
W. Ochs, Jr., Chattanooga Times. 

In connection with the advertising 
exhibit C. S. Smith, National Life 
and Accident Insurance Company, 
was awarded the cup given by Dalla 
Morning News for the best newspaper 
advertisement. The Teras Insurance! 
cup for the best trade paper adver. 
tisement went to John W. Murphy, 
and Bart Leiber, Pilot Life Insur 
ance Company, won the award for 
the best direct mail material. 


Karl Wehmeyer Is 
“Liberty” Acquisition 

Karl Wehmeyer became eastern aé¢- 
vertising manager of Liberty, May 
15, coming from Batten, Barton, Dur 
stine & Osborn, where he spent five 
years as account representative. He 
was formerly with Erwin, Wasey é 
Co. 

Other posts he has held include ad 
vertising managership of Pet Milk 
Company; advertising representative 
of New York News and Saturday 
Evening Post, and research work 
with Gardner Advertising Co., St 
Louis. 


Williams Returns to 
Agricultural Papen 


After six years of inactivity, Law) 
rence Williams Company, Cleveland, 
has resumed advertising of caustic 
balsam in farm publications. Rich 
ardson Plant, Inc., is the agency. 

Papers on the list include The 
Country Gentleman, Capper’s Farmer, 
Southern Agriculturist, Hoard’ 
Dairyman, Farm & Ranch, Wallaces’ 
Farmer, Oklahoma Farmer & Stock 
man, Pacific Northwest Farm Trio 
and Successful Farming. 


Rogers Silverware 


Is I. G. A. Premium) 


Rogers Silverware is being offered 
as a premium by members of the In 
dependent Grocers’ Alliance in 42 
states. 

With each purchase of 30 items of 
I. G. A. merchandise the store offers 
an individual service for one person 
of five pieces of Rogers Silverware 
for 75 cents. 


Merges Electric Papers 


Electrical Trade Publishing Com 
pany, Chicago, has purchased Elec 
trical Record, which suspended pub 
lication with the December. 1932, 
issue, and will merge it with Eleo 
trical Contracting. More than 5,000 
unexpired subscriptions of Electrical 
Record will be serviced. 


Break Away from Union 


Seattle newspapers ended negotia 
tions with the printers’ union for 4 
10 per cent wage reduction, announe 
ing they “will operate without the 
services of union printers.” 


Office for Traendly 


George E. Traendly has_ been 
elected vice president of the Pember- 
ton Whitcomb Company, New York, 
owner and manager of the Twentieth 


Century Press, New York. 
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ADVERTISING AGE 


COSMETICS ARE 
WRITTEN INTO 
FOOD, DRUG ACT 


= series Bill | Is Held Less 
Drastic 


Washington, D. C., May 18.—Legis- 
lation revising the Food and Drugs 
Act to include cosmetics and regulat- 
ing the advertising of products cov- 
ered by the act has been submitted 
to the Department of Justice by Rex- 
ford G. Tugwell, assistant secretary 
of agriculture. 

Meanwhile, the bill regulating 
financial advertising has been emas- 
culated by senate and house com- 
mittees. 

The changes offered by Mr. Tug- 
“the truth or 
falsity of advertising of foods, drugs 
and cosmetics shall be measured es- 
sentially by the same standards as 
those which determine the truth or 
falsity of label statements.” 

While false advertising is penal- 
jzed with prosecution in the federal 
courts, there will be no advance cen- 
sorship of advertising. Prosecution 
will be directed at the manufac- 
turer, distributor or dealer, publica- 
tions being acquitted of the neces- 
sity of acting as censors. 


Security Bill Again Amended 


Senate and house committees met 
to harmonize two measures regulat- 
ing securities passed by the two 
branches of Congress. The house 
provision, which was agreed to, re- 
lieves directors of corporations float 
ing security issues of responsibility 
when they have exercised “due dili- 
gence” to assure themselves of ac- 
curacy of the statements to be filed 
with the Federal Trade Commission. 

The censorship clause in the house 
bill has been dropped. This provi- 
sion was regarded as ambiguous. It 
forbade use of the mails or other 
facilities of interstate commerce for 
the sale of securities in any states 
where the sale of such securities 
was not sanctioned under “blue sky” 
laws. 

Under one interpretation, if New 
} Jersey laws forbade sale of a cer 
tain type of security authorized for 
sale in New York, a New York pub- 
lication carrying such advertising 
would be barred from New Jersey. 

An analysis of the bill by the 
Senate committee on banking and 
currency points out that registra- 
tion is not directly required of for- 
eign governments, but they must in- 
clude in their advertising such parts 
of the information filed with the 
Federal Trade Commission as the 
latter deems necessary for the pro- 
tection of the public. 

Information required in advertise- 
Ments includes data on _ bonuses, 
discounts, rebates and commissions 
paid by the issuer, net return to 
capital investment, names of officers 
and directors, and a statement that 
further information can be obtained 
from the Commission. 


Studies Distribution of 
Beer-Dispensing Fixtures 


Domestic Engineering, 1900 Prairie 
Ave., Chicago, has issued a_ brief 
analysis of the distribution problems 
facing the manufacturers of bar fix- 
tures, cooling units, beer faucets, etc. 
The analysis, known as “Marketing 
Beer-Dispensing Equipment,” is 
available without charge through the 
Publication’s office. 


Hartman Star Golfer 


George Hartman, J. L. Sugden Ad- 
vertising Company, Chicago, proved 
the best mud horse in the opening 
tourney of the Western Advertising 
Golf Association last week and won 
low gross. He shot 27 holes in 117 
at Midlothian. 


Gets Industrial Diamond 


Industrial Diamond Company, De 
troit, has placed its account with 


C. F. McIntyre and Associates, De- 


Boncilla Account to 
Cincinnati Agency 
Boncilla Laboratories, Inc., Indi- 
anapolis and Toronto, has appointed 
Archer Advertising Co., Cincinnati, 
to direct the advertising of the Bon- 
cilla Clasmic Pack facial treatment 
and other toilet preparations. 
A campaign will be released to 
women’s magazines and metropolitan 
Sunday newspapers. 


“Needlecraft” Cuts 


Rates and Guarantee 


Effective with the July issue, the 
circulation guarantee on Needlecraft, 
New York, will be cut to 700,000 
monthly, and rates will be cut corre- 
spondingly to $3.80 per line and $2,- 


Allotment Plan 
To Be Tried by 


Jewelry Group 


Providence, R. I., May 18.—Co-or- 
dination of the jewelry industry will 
be effected by allocation of orders 
to individual manufacturing firms, 
their proportion to be based on the 
average sales of the company for 
the past several years, if tentative 
plans now being worked out by the 
New England Manufacturing Jewel- 
ers’ & Silversmiths’ Association 
work out. 

The jewelers are seeking co-ordi- 


with the Roosevelt industrial pro- 
gram and after obtaining agreement 
to the plan by a majority of the 
membership, the entire program will 
be presented to Washington officials. 
It is claimed that the support of ap- 
proximately 90 per cent of the trade 
has already been secured for the 
plan. 


Will Ration Orders 


Under the plan, each manufacturer 
would be allowed to manufacture a 
certain percentage of the total vol- 
ume of goods to be produced in a 
year. If a manufacturer’s allotment 
is fixed at $500,000 for the year, he 
will be allowed to manufacture that 
amount over a period of twelve 
months or in one month, as he de- 


E. H. Gleason Resigns 


E. H. Gleason, secretary of the In- 
land Printer Company, publisher of 
Inland Printer, Chicago, has _ re- 
signed. He was connected with the 
publications for 19 years, and for- 
merly served as president of the 
Chicago Business Papers Associa- 
tion. 


Dutton Fire Victim 
The plant of the Dutton Advertis- 
ing Company, St. Louis, was dam- 
aged by fire May 16, the loss being 
$29,000. 


Sports Paper Moves 


Sports World Publishing Company, 
Detroit, has moved its editorial head- 


Ds 
wa 


300 per page. 


nation of the 


industry in accord | sires. 


quarters to Ludington, Mich. 


EGARD the tableau above. The 

salesman is unleashing a flood of 
oratory in praise of Chillblain Re- 
frigerators. 

His customer is Mrs. Chesterton 
Whuff. For some reason Mrs. Whuff 
is in a mood of abstraction. In spite 
of the salesman’s skill, she seems hardly 
to hear his voice. 

She does hear it. But she hears an- 
other voice, too. The voice of the 
shadow. The remembered voice of 
Chesterton Whuff, complaining about 
the paucity of ice cubes in their present 
refrigerator. In this respect, she notes 
that the otherwise excellent Chillblain 
Refrigerator is scant improvement. 


troit. 


“MORE ICE CUBES” 
WHISPERED THE SHADOW 


RP ee... 


THE SHADOW OF A MAN STANDS 


Presently, counseled by the shadow 
of her husband, Mrs. Whuff will excuse 
herself with the remark, “I'll have to 
think it over.” 


Really she means to talk it over—in 
family conference with Mr. Whuff. 
Tonight the whole subject of refrig- 
erators will be aired. If Mr. Whuff has 
seen and heeded the advertising of the 
Chillblain Refrigerator, he will know 
the miracle of speed with which it makes 
ice cubes. And he and Mrs. Whuff may 
agree to buy a Chillblain. 

But if the only refrigerator he knows 
and approves is some other kind—the 
Frostbyte, for example—there will have 
to be a compromise somewhere. Until 


husband and wife think alike, the 
money stays in the pocket. 

This necessity of selling two people in 
order to dominate the Family Confer- 
ence is not limited to refrigerators. It 
takes two votes to approve an auto- 
mobile, or a vacuum cleaner, or almost 
anything on which family money is 
spent. The daily food is a compromise 
between his tastes and hers. Even the 
clothes Mrs. Whuff buys for herself are 
bought with an eye to inspiring his ad- 
miration. 

Would you have the husband cham- 
pion your product in the Family Con- 
ference? Tell him about it, as well as 
the wife. Is it cheaper? More stylish? 
Easier to use? Tell him, too, and rest 
assured that he will remind her. 

You sell both sexes when you tell 
your story in Redbook Magazine. Red- 
book is deliberately edited to appeal to 
both wife and husband. Every thousand 
copies are read by 1680 women and 
1420 men. Moreover, in Redbook you 
pay 30% less to reach wives plus hus- 
bands than you pay to reach one sex 
alone through other magazines. Even if 
you shut your eyes to its masculine 
circulation, it would still cost you less 
to reach women alone in Redbook. 

Sell the family and you sell all. Use 
Redbook and save 30%. Redbook Mag- 
azine, 230 Park Avenue, New York City. 


REDBOOK 


MAGAZIN E 


BEHIND EVERY WOMAN WHO BUYS 
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ADVERTISING AGE 


May 20, 1933 


FEDERAL VISIONS 
MILLION BRIDES 
MINUS UTENSILS 


Pittsburgh, Pa., May 18.—One of 
the largest groups of national mag- 
azines ever put behind a cooking 
utensil is being used to introduce to 
and for “June brides and brides of 
other years” Federal Enameling & 
Stamping Company’s newest product, 
“Chip-Proof Stainless Guaranteed 
Enamelware.” 

“Beauty undreamed of in kitchen- 
ware” is the way initial copy de- 
scribes a five-piece set, priced at 
$12.95, that will be featured as “a 
gift which any woman is proud to 
give or receive.” 

The offer appears in June issues 
of Good Housekeeping, House & Gar- 
den, American Home, Household 
Magazine, Ladies’ Home Journal, 
Better Homes & Gardens, Woman's 
Home Companion, House Beautiful, 
and will also be seen in early num- 
bers of Saturday Evening Post and 
the New Yorker. 

There will be a million new brides 


in 1933, according to literature sent 
dealers in an intensive drive to pre- 
pare the trade for the consumer cam- 
paign. This means, according to 
‘ederal’s interpretation, a million 
new kitchens without a single cook- 
ing utensil. The company estimates 
that for each bride there is an aver- 
age of ten gift givers. The conclu- 
sion is “ten million people will buy 
practical gifts of the right appear- 
ance.” 

The market, however, is not lim- 
ited to gift-givers alone, Federal says, 
for the brides themselves will con- 
stitute a huge source of sales. 

“Remember,” the trade is told, 
“newlyweds have money—they need 
kitchen equipment—they are easy 
to cultivate as permanent customers, 
and this new Federal ware is their 
logical choice.” 

A trade publication schedule, run- 
ning through May and June, and 
embracing Hardware Age, Hardware 
Retailer, Household Furnishings Re- 
view and Retailing, forms the back- 
bone of the campaign to wholesalers, 
jobbers and retailers. 

Explaining to the trade the genesis 
of the new product, and the timeli- 
ness of the presentation, a_ broad- 
side says, “We rebelled against the 
idea that in order to get the clean- 
liness of enamel in kitchenware you 
had to put up with chipping. We 


took command of the entire industry 
by discarding old, ugly, inefficient 
shapes, really styling enamelware, 
and making it chip-proof as well as 
stainless. We have opened a tre- 
mendous new market for you that 
is one sure place where there will 
be big money in 1933.” 

The new ware, the company says, 
is the result of a secret process 
which its engineers have been work- 
ing on for several years. Late copy 
will feature tests demonstrating that 
it is 36 times more durable than 
ordinary ware. Even “boiling dry” 
will not crack the new enamel, and 
the pans can be battered into an 
almost unrecognizable shape without 
hurting them appreciably, it will be 
claimed. 

Other conveniences given promi- 
nent mention are that tea kettles 
have bakelite handles so placed that 
one need not bend the wrist in pour- 
ing liquids; and that bottoms of pans 
are enameled black, a feature which, 
according to company tests, will re- 
sult in saving 10 to 40 per cent in 
fuel. 

Dealers are cooperating with the 
company by using window trim, 
counter cards, direct mail and local 
newspaper copy. P. K. Christman is 
vice-president in charge of sales for 
Federal. Albert P. Hill Company, 
Pittsburgh, is the agency. 


R. W. Clark Launches 
Own Agency in Akron 


Rufus W. Clark has announced his 
withdrawal from the firm of Clark- 
McDaniel-Fisher & Spelman, Akron, 
O., of which he has been president. 
and the formation of a new advertis- 
ing agency, R. W. Clark Advertising 
Service, Mendenhall Bldg., Akron. 


H. Charles Sieck Moves 


H. Charles Sieck, Ine.. Los An- 
geles, has moved to larger quarters 
in the Los Angeles Chamber of Com- 
merce Bldg. The agency has been 
named to handle western advertising 
for American Cyanamid & Chemical 
Corporation, Azusa, Cal.; American 
Cyanamid Sales Corporation, and 
Owl Fumigating Corporation. 


Payne Is Advanced 


Franklin Payne, Detroit manager 
for the Rodney Boone organization, 
has been appointed manager of the 
newly created Pacific coast division, 
with headquarters in San Francisco. 
Fred Richardson succeeds him in De- 
troit. 


P. & G. Get Hewitt 


Procter & Gamble Company, Cin- 
cinnati, has bought the business of 
Hewitt Bros. Soap Company, Day- 
ton, O. J. M. Hewitt will continue 
to direct the Dayton concern as an 
independent company. 


“When | want to find 
some particular product 
| look for it in the class- 


ified telephone book...” 


Say more than 80% of 
telephone subscribers 


UT THIS HABIT TO 


WORK 


ON YOUR SALES FORCE... 


“WHERE TO BUY IT” SERVICE DIRECTS 
PROSPECTS TO YOUR DEALERS 


The best thing to do with a popular habit is to 
make friends with it... put it to work for you. 

Use of the classified telephone book as a buy- 
ing guide has become a habit with more than 
80% of telephone subscribers. Bell System con- 
sumer surveys, covering more than 80 communi- 
ties, established that fact. 

“Where to Buy It” Service affords the means 
of putting this habit to work for you. Through it 
you can link your dealers with your own trade 
name ...can direct your prospects to your author- 
ized local dealers. In these days of selective distri- 
bution and of high pressure substitution, that is 
a most important merchandising function. 

“Where to Buy It” is simple and effective. Your 
authorized local dealers are listed under your 
own trade name in classified telephone books 
wherever your distribution warrants. Prospects 
who want your brand simply look for your trade 
name; there they find names, addresses and 
telephone numbers of accredited local dealers. 


many others. 


Manufacturers now using “Where to Buy It” 
include Mimeograph, Greyhound Lines, Cadillac- 
LaSalle, Multigraph, Cupples Envelopes, and 


Ask your advertising counsel for full informa- 
tion—or communicate with Trade Mark Service 
Manager, American Telephone and Telegraph Co.; 
New York address, 195 Broadway (EX- <& 
change 3-9800); Chicago address, 311 i 
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ADVERTISING 
EXHIBIT FOR 
FAIR ASSURED 


Press Building Theatre t 
Be Used for Picture 


New York, May 18.—Advertising 
will be represented at the Century 
of Progress Exposition in Chicagy 
with a feature attraction all its own, 
thanks to the untiring efforts of q 
volunteer committee headed by Ed 
gar Kobak, vice-president and gen. 
eral manager of the McGraw-Hill 
Publishing Company and president 
of the Advertising Federation of 
America. The committee rescued the 
exhibit after a proposition submit. 
ted by the Fair management had 
failed to win acceptance. 

The companies which have joined 
McGraw-Hill in making the exhibit 
possible by supporting it financially 
have appointed the following repre 
sentatives to cooperate with Mr, 
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Kobak in management of the project: 

Crowell Publishing Company, Lee 
W. Maxwell, president; Chicago 
Daily News, Col. Frank Knox, pub 
lisher; General Outdoor Advertising 
Company, B. W. Robbins, president; 
and Chevrolet Motor Company, De 
troit, which will be represented by 
Henry T. Ewald, president of its 
agency, the Campbell-Ewald Com. 
pany, Detroit. 


As originally planned, the exhibit Smi 
will be a moving picture depictingg The m 
dramatically the part advertisinggis that 
has played in raising American§visiting 


routine 
shoppin 
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standards of living. A group of 
leading agency men, working under 
the direction of John Benson, presi- 
dent of the American Association of 
Advertising Agencies, is putting the 


finishing touches on the _ scenario The ! 
written by Earnest Elmo Calkins. }¢'y ch 
this ter 
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However, instead of the space in 
the Hall of Social Sciences first de 
cided upon, the committee has ar 
ranged for the exclusive use of a 
300-chair theater in the Press Build 
ing. The change effects a large mon 
etary saving and other advantages, 
one of which will be to link the ex 
hibit more closely with the interests 
it represents. 

The Press Building, a unique-ap 
pearing, centrally located structure, 
will also house the Publishers Club 
and the plant of the daily newspaper 
to be published by the Fair. The 
latter will be set up as an exhibition 
to show how a modern newspaper is 
produced step by step, from gather: 
ing the news to placing the publica 
tion in the hands of readers. 

The luxurious lounges and restau- 
rant of the Publishers Club will be 
the headquarters and meeting place 
of advertising men and women visit- 
ing the Fair, a fact which influenced 
the committee in selecting the ex 
hibit space. 

The film will be shown continu 
cusly the greater part of the time 
the Fair grounds are open. The the 
ater was originally planned for the 
use of the Trans-Lux Movies Corpo 
ration, and is a model of efficiency 
and advanced design. 

P. L. Thomson, director of pub 
lic relations, Western Electric Com- 
pany and president of the Audit 
Bureau of Circulation, who has 
worked zealously with Mr. Kobak in 
overcoming former obstacles in the 
way of the exhibit, said it is esti- 
mated that 60,000 persons will pass 
through the building daily. As the 
capacity of the exhibit will be 600 
persons an hour, it is doubtful if all 
who wish to see the film can be ac 
commodated, but arrangements will 
be made to empty and fill the theater 
quickly at the conclusion of each 30 
minute performance. 

The picture is being filmed by Elec 
trical Research Products, Ine., 34 
subsidiary of the Western Electri¢ 
Company. It will be completed well} jw 
in advance of the opening of the 
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building schedule for June 20. 


: ae 5 
ue sa a May 2 
pear TEE, - : ne 
a vo 
— a | = 
a _ — 
a 
eal 
cares 
ee | 
:  —_ a | 
7 a 
Ras. 
Res | a 
eh oes 
i | 
: 
ie 
7 ae 
+8 | 
“a ee — eee Tee?’ mneo2:”#7“W"T""nnomnm_etoeETOTNCOHOTO OOOO ne — ————————————— 
; -. € < 4 Y. | 
| an Sy \ 2 ‘. 2? f 7 ve 
re tiwWJAR i= ti 
{| VA Sw) Aas Wd 
. | ; SPS —sS oe an | 
1) “ 47. Fig : lA ff 
| ius = KN] ; aa, _ 3 \ea ; | 
” t=) \ a - Js "| : . nS .* | 
4 \ AY 4 \ 
ae ZB | my | 
| Eo ee \ 7 Pe on + \ , 
Be et % ed ae | 
| Dy a ie eo ae r ] 
oe way \ \ Es ya Gy = i es re 2 = St | 
es ORE: YG Ui 8 A rem seine t te | 
er go hace Agee " eo Bes i Pi oy | 
ae oS Ral a i a eo. omer ee) 
Hee Beep See a 
eer eS a8 - i 9 | 
Hi IN ON ote | > |} Sie | 
} ae NI ies bo. be i} 
| ae ~. : . aa, 4 a | 
+a 2 | EK | 
j ae. * — i eo 
De ig A Aa xi i a re sik | 
l sisal x@ % ee bie cA 
oe es Pe aS 
ee oe ae a pie 
phe <7 2 _ 
. | gal aero ee oR A Je \ a 
ee RS Ss = Se Q eae eee 
eat “Md | eee «= I Wee ae a an NK , oe ey wee ] 
mts ee ie gee Pa a ; iw eee. - ANY, ue 
a ae | Niece, ens \ ae oS if 2) 
ee i] o * wees ‘a Tee oe ast ‘ i, - ? a z |] 
- a ee ee 
5 wigan algeeanes Oe A Set oe. Roe eae oe R Mc . i aes eae amie 
pegs | — fico. a + eas 2% ee ee Ae a cee are 
each: HW} — ie A 2 a Serene 0 Te IR aie ae ae, ene 
ee 
- 
; a 
ee mpal 
- . 
West Washington St. (OFFicial 9300). 5 “— 
aro R. G. 
= aa ee ad «a 
een Ose = his 
: s 
r) CLASSIFIED Tire Eo. 
bos einin 
= 9 res O! 
Tires (Cont ar | 
goonvEAR TURES Aw 
a bene 
H noice of a ee Assov 
; First < Tives— AM te for § ers 
Goodyert pes 8% aor ride 2 
many y More vw an oy ans f 
purse. y Pires the ‘4 
any Verayest en f 
on OF ner kind. mM y 
any ot ‘aide 
grE TO BUY 
a on-3 550 
49-0508 Time 
0d, | 
+ ee 
ark, | 
eC Simont 
CO) RO Re 2s ea oa a ae Lee Se RM GOS staan (ool ee eee 
go Sut peer ante ge ae ae eee : es | tem Od ore ail 
ee er eae ee te paki ome NS (OS Sete rey ae oka 


193358 May 20, 1933 


ADVERTISING AGE 


11 


ee 


TEXAS GROCERS 
START SALE OF 
EN} DRUG. SUNDRIES 


> teRetaliate for Invasion by 
Druggists 


tising§ Houston, Texas, May 18.—Texas 
Nturygrocers are taking the lead in a 
licagomovement to put the grocery store 
} own,ginto the distribution of products 
of agheretofore sold only by drug stores. 
y Ed@in this expansion movement, the 
- gen.grocers have the undivided support 
w-Hilj fof their wholesalers. 
siden: Every large grocery in this citv 
yn of@has established a drug sundry de- 
2d thegpartment, handling such typical drug 
ibmit.gstore products as antiseptics, hair 
> haqgtonic, lotions, rubbing alcohol, as- 
pirin, patent medicines, mineral oil, 
joined vaseline, shampoos, tooth paste, cos- 
xhibit metics, and toilet articles. 
cially This movement has its counter- 
repre part in the drug trade, which is 
| stocking grocery products hitherto 
oject: regarded as the backbone of the food 
‘trade. Thus both manufacturers of 
food and grocery products find hun- 
dreds of new outlets available, not 
only in this section of the country, 
D8 But many others. 
'— Most of the groceries adding drug 
£ departments have segregated them to 
ed byfrorm distinct units. Open display is 
of itsfine rule. These departments are 
Comfisually given prominent positions. 


Smaller Margin Satisfactory 


The merchandising theory involved 
is that the housewife is weary of 
visiting several stores in her daily 
routine and is hungry for “one-stop 
shopping centers.” Furthermore, 
grocers assert they can _ operate 
profitably on a much smaller margin 
than can the druggist. 

The Red & White voluntary gro- 
cery chain, with over 400 stores in 
this territory, has installed drug de- 
J partments in many. The Clover Farm 
Stores have done likewise. Under 
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st de their new policies, many units of 
13 ar these chains will carry cosmetics, 
of 8 patent medicines, shaving cream, 


tooth paste and many other lines 
heretofore distributed almost exclu- 
sively through drug stores. Even 
the Great Atlantic & Pacific Tea 
Company is reported to be studying 
the possibilities of extending its 
field. 

Most of the chain stores are avoid- 
ing the filling of prescriptions, 
though a few of the independents 
have assumed this responsibility. 

The same situation prevails to 
some extent in other parts of the 
country and an upheaval in old ideas 
of distribution may follow. 
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Court Clears Way for 


estau- 4 

ill be Richfield Oil Sale 
place}. An order approving the $5,000,000 
visit} compromise, relating to the claims 


of the United States government 
against the Richfield Oil Company of 
California and the Pan American 
Petroleum Company, has been signed 
by district court at Los Angeles. 

Approval of the compromise re- 
moves one of the principal barriers 
from the negotiations which are 
known to be under way for the sale 
of the Richfield company, now in 
receivership, to the Standard Oil 
Company of California. 
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Timmerman in New Post 


R. G. Timmerman, for seven years 
head of the media department of 
Charles Daniel Frey Company, Chi- 
cago, has joined the staff of Free & 
Sleininger, radio station representa- 
tives of Chicago. 


Awards for Movie Men 


Associated Motion Picture Adver- 
tisers, New York, has announced 
Plans for five annual awards to be 
given for the best advertising of pic- 
tures, and the best publicity stories. 


Elec Buys Agency 

seal Time Advertising Company, Ridge- 
rf wood, N. J., has been purchased by 

| welll w. ‘ry. Kieley, publisher of Palisade 

f the}Park, N. J., Information, from J. T. 

Simonton. 


Fairfax Expands 


H. W. Fairfax Advertising Agency, 
New York, has expanded its offices at 
521 Fifth Ave., leasing approximately 
50 per cent more space. Philip Gil- 
more, formerly with Charles Austin 
Bates, and Rudolph Block, formerly 
with Andrew Cone Advertising 
Agency, have joined the Fairfax staff 
as account executives. 


Leaves for England 


Robert Worth Bingham, publisher, 
Louisville Courier-Journal and Times, 
sailed for England last week to take 
up his new duties as American am- 
bassador to England. 


New Continental 


Continental Automobile Company, 
Detroit, has announced a new deluxe 
four-cylinder Beacon, priced from 
$425 up. 


Offers Fair Mailings 


Lou W. Kreicker, 201 N. Wells St., 
Chicago, has developed a plan where- 
by advertisers may send out mailings 
in officially cacheted envelopes on 
May 27, the first day of issue of the 
new Century of Progress stamps. and 
on each special event during the fair. 
The mail will be mailed from the 
special post office on the grounds. 


Joins Paris & Peart 


C. H. Billipp, formerly with Fed- 
eral Advertising Agency and Kenyon 
& Eckhardt, has joined Paris & 
Peart, New York, as account exec- 
utive. 


Allen Agency Moves 


T. C. Allen Company, Tulsa, Okla., 
affiliate of Wm. H. Rankin Company, 
has moved to larger quarters in the 
Atco Bldg. 


Gets Vitamin Account 


Advertising of International Vita- 
min Corporation, New York, said to 
be the largest producer of A and D 
vitamin products extracted from cod- 
liver oil, has been placed with Stack- 
Goble Advertising Agency. 


Store Used 46 Pages 


William H. Block Company, In- 
dianapolis department store, used 46 
newspaper pages of advertising, in- 
cluding a 16-page circular, to pro- 
mote a four-day sale. Radio was also 
used extensively. 


Can Sell Cider Now 


Cider and fruit juices sold within 
15 days after manufacture are de- 
eclared non-intoxicating in a bill 
passed by both houses of the Michi- 
gan legislature this week. 


Cumming in Charge 
of Copy for Sears 


J. C. Cumming, formerly in the 
national retail advertising division 
in Chicago, has been named adver- 
tising manager ofthe Indianapolis 
store of Sears, Roebuck & Co. 


Agency for Hotel 
With a change of name from Elks 
to Broadwood Hotel, the Philadelphia 
house has placed its advertising with 
Philip Klein, Ine., Philadelphia. 
Newspapers and trade papers will be 
used, 


Yawman & Erbe to Tyson 


Tyson-Rumrill Associated, Roches- 
ter, N. Y., branch of O. S. Tyson & 
Co., has been named to handle adver- 
tising of Yawman & Erbe Manufac- 
turing Company. 


A City of Homes 


Major Market Newspapers, Inc. 


REPRESENTED NATIONALLY BY THE BECKWITH SPECIAL AGENCY 


This productive market can be 
effectively reached and sold at a 
single low cost only through one 
medium— 


THE COURIER-JOURNAL 
THE LOUISVILLE TIMES 


- Audit Bureau 


- 


[ OUISVILLE people show a_ 
marked preference for single 
family dwellings. 
the 80,296 families who live with- 
in the city limits reside in this type 
of home and of this 63% more 
than 41% own their own homes. 


Over 63% of 


The permanence and stability 
indicated here reflects the healthy 
economic condition which pre- 
vails in this section. Louisville is 
a highly diversified industrial city, 
situated in the heart of a rich agri- 
cultural section which it serves 
as a distribution center. 
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CANTOR CALLED 
MOST POPULAR 
STAR OF RADIO 


Chicago, May 18.—Eddie Cantor 
reached the highest point of popular- 
ity attained by any radio star in his 
broadcasts for Chase & Sanborn in 
March, A. M. Crossley, president of 
Crossley, Inc., well-known research 
organization, told the Chicago Ad- 
vertising Council today. 

The comment was made in point- 
ing out the difficulty of maintaining 
maximum popularity for programs. 
Some of the former leaders have 
slipped, because programs wear out, 
no matter how good. 

In addition, he said, some pro- 
grams make much stronger appeals 
to certain groups than others. For 
example, a popular cigar program 
has been found to be much more 
popular with women and children 
than with men. Amos ’n’ Andy, Mr. 
Crossley reported, are liked better 
by men listeners than women. 

Mystery programs, which have had 
a great vogue, are slipping now be- 
cause the public has been given a 
plethora of programs of this kind. 
Dance music, on the other hand, con- 
tinues to hold a stable position in 
popularity. 

Some local newspaper advertising 
which has been run to tie up with 
radio broadcasts, he said, advertises 
stations which cannot be heard in 
the cities where the advertising ap- 
pears. 

“Although some manufacturers are 
going off the air in the summer,” Mr. 
Crossley said, “the radio audience 
holds up in that season better than 
was formerly the case. The chief 
losers are those whose programs are 
put on early in the evening, as the 
long hours of daylight, available 
through daylight saving, keep peo- 
ple out-of-doors.” 

Although the Crossley organization 
is best known for its work in the 
radio broadcasting field, Mr. Crossley 
discussed a broad range of market- 
ing and research topics. 


can tourists’ dollars are worth 16 
per cent less abroad this year than 
before the United States went off the 
gold standard, there is a great oppor- 
tunity for American resorts, trans- 
portation companies, etc., to do 
effective advertising to influence the 
spending of dollars which will re- 
main at home in 1933. 

“American business,” he continued, 
“has had too much of the gold rush 
spirit, the eagerness to rush in and 
saturate a market. This has resulted 
in profitless volume. Now is the 
time to stop trying to saturate mar- 
kets, and concentrate on making 
more money on the business we 
have.” 

Sees Too Many Brands 


He pointed out the tremendous 
number of items and brands on the 
market as an example of unprofitable 
competition, resulting in frequent 
change of brands on the part of the 
consumer, and making greater knowl- 
edge of consumer preferences more 
important than ever. Many manu- 
facturers decide arbitrarily on the 
product, package, price, distribution 
and other factors without taking the 
trouble to study the market or the 
consumer's desires and habits. 

Unfair competition is going further 
than ever before in all forms of com- 
mercial bribery, he alleged. Many 
business spies are located in large 
organizations for the purpose of re- 
vealing inside information to com- 
petitors, and bribery of operating 
men to push certain products is com- 
mon. Entertainment of buyers on a 
lavish scale must still be provided 
to maintain a favorable position. 

One of the great opportunities to 
plug profit leaks is in evening up 
seasonal variations. Products sold 
for gifts have peaks in June and at 
Christmas, but the makers of some 
of them, like sterling silver, have 
found it possible to spread buying 
over other periods by suggesting new 
occasions for purchasing. 


Has Airbrush Show 


The first national airpainting ex- 
hibit will be held in the Crystal 
Room of Marshall Field & Co., Chi- 
cago, May 17-20, under the sponsor- 
ship of J. A. Paasche, president, 
Paasche Airbrush Company, who has 
donated $509 in prizes. Artists who 
will exhibit include George Brown 
Petty of Chicago and Otis Shepard 


He pointed out that since Ameri-|of New York. 


Don’t Borrow—Read Your Own 
Copy of Advertising Age! 


Advertising Age costs no more per copy than 
your daily newspaper. 


Enter a personal subscription for yourself and 
be sure of having up-to-date advertising informa- 
tion every week ! 


$1 a Year ..52 Issues 


USE THE COUPON 
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ADVERTISING AGE, 
537 S. Dearborn St., 
Chicago. 


You may enter my subscription for one year. 
$1 (check, currency, or money order). 
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NEW CHAIRMAN 


W. C. D'Arcy, president, D'Arcy 


Advertising Company, St. Louis, 
who was elected chairman of the 
board of American Association of 
Advertising Agencies at the an- 
nual meeting in Washington. 


P. & G. to Aid 
Bakers Capture 
Cake Business 


Cincinnati, O., May 18.—To adver- 
tise its new product, “Sweetex,” a 
new-type fat, for cakes, icings and 
all shortenings—the result of over 
ten years’ research—Procter & Gam- 
ble Company is reaching the bakers 
of America through a campaign of 
four, two and one-page advertise- 
ments in Bakers’ Weekly, Northwest- 
ern Miller, Western Baker, Baker’s 
Helper, Bakers’ Review, American 
Independent Baker, Canadian Baker 
€& Confectioner, New South Baker, 
Cracker Baker, American Restaurant, 
Restaurant Management, and Hotel 
Management. 

The new product, which calls for 
a “high-ratio formula” specifying 
more sugar, milk and eggs, was for- 
mally introduced in the Hotel Wal- 
dorf-Astoria, New York, last week. 
After hearing L. J. Schumaker, past 
president of the American Bakers’ 
Association, and R. K. Brodie, vice- 
president in charge of research and 
manufacturing of the Procter & Gam- 
ble Company, guests saw a talking 
picture, “To the Queen’s Taste.” 

The picture, prepared by Procter 
& Gamble, will acquaint bakers of 
the country with the development 
and use of the new product, together 
with the new high-ratio formulas 
which have been developed. 

According to Mr. Brodie, the new 
product marks a step forward in the 
production of cake in the baking in- 
dustry, comparable to the develop- 
ment of large scale bread production. 
He said this discovery by P. & G. 
will enable big bakers to compete 
successfully in cake-making with the 
housewife from the standpoint of 
quality and price. 

This product will not be advertised 
to the general public, as it is spe- 
cially designed for large-scale baking. 


Ziv Gets Two Accounts 


Frederic W. Ziv, Inc., Cincinnati, 
will use newspapers, general maga- 
zines and direct selling publications 
for Victor Soap Company, Dayton, 
O., a new account. For another new 
account, Bromwell Wire Goods Com- 
pany, Cincinnati, metal specialties. 
magazines and direct mail will be 
used. ; 


Marsh Makes a Change 


Terrill B. Marsh, formerly with 
Alfred S. Hearn Company, New York. 
has joined A. Gusmer, Inc., Wood- 
bridge, N. J., manufacturing chemist 
and importer of chemicals, machin- 
ery and brewery equipment, as ad- 
vertising and sales promotion direc- 
tor. 


Hazard to “Traveler” 


Henry R. Hazard has become ad- 
vertising manager of The American 
Traveler, New York. He has served 
a number of papers, as well as the 
Gotham Advertising Company. 


APRIL ADVERTISING LINEAGE IN FARM PAPERS 
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Monthlies 1933. Issues* 1932  Issyam 
CR ee staebaweeeeee's 23,239 29,335 } 
Me: . on cccndece sb 06ese ease Se 12,899 19,750 ‘ 
ee eaves cease sees Gn 10,557 19,169 
ne cde aacenes ee neadecseers 9,331 10,537 
Progressive Farmer & Southern Ruralist: 

Carolinas-Virginia Edition .......... 7,958 11,178 2 

i 66st kee wade bb abs soe bod 7,625 11,611 2 

Kentucky-Tennessee Edition....... 7,605 10,554 2 

Mississippi Valley Edition ........... 6,883 10,076 2 

Georgia-Alabama Edition ........... 6,834 10,601 2 

et, eae kd ae vk eke 6,547 9,166 2 
California CHROSFADR ...cccccccccccccece 6,704 13,950 ~ 
Southern Agriculturist .................. 4,841 10,653 | 
eS ET TUT TUTTE TCE CTT 4,614 10,066 a hy 
Sn PD cc eccceeenceacasseeces 4,540 7,634 2 
ON PUNMNOE ci scddcesvcrscasecssoes 3,598 7,713 2 ( 
Breeders’ Gazette ........--.sccccceccecs 3,136 6,348 a A 
Wyoming Stockman-Farmer ............. 2,372 3,180 
eS SE, I, ovo. 6'o neta eeeeon eeeses 2,254 2,649 
TCP T Ce eT Te Tee TTT 1,556 3,976 
i ee a... scab e eat ekoeea peneeoe Viena 10,856 
Semi-Monthlies 
Warm & Ranch. .....ccssccsvccsccsscvcece 9,145 11,957 
Oklahoma Farmer-Stockman............. 8,468 16,751 
Arigona Producer .......ccccsesecesconcs 7,163 6,253 
Kansas Farmer (Mail & Breeze).......... 6,302 12,681 
Se enc eciedeabes does eos 5,897 16,784 
PE SED Scccpisaceereecasaesece 5,374 11,744 
Indiana Farmers Guide...............055 5,232 11,336 
STC TTT TTT TTT CCT ee 4,986 10,108 
i Se ote ne heen ede eeene ee eee® 4,510 5,271 
Ne is Ree hOe ES BORE DOSS 2,946 9,302 
Bi-Weeklies 
Wallaces’ Farmer and Iowa Homestead.. 15,503 3 22,229 3 
eee ee ere rer rer 14,949 3 23,499 5 
i Se ene ee eke a eee onde cape 3,874 3 22,873 3 
Wisconsin Agriculturist and Farmer..... 13,720 3 19,056 3 
New England Homestead................ 13,004 3 14,562 5 
American Agrictlturist .....ccsceccscecs 12,476 3 13,560 5 
The Farmer and Farm, Stock and Home: 

CS ic cp caKK eee eRET ES 11,853 3 24,904 3 

Dakotas-Montana Edition ........... 8,352 3 16,759 3 
POUMETIVERIA PATTRGE 26 cccccerccevesvees 10,800 3 18,582 3 
Prairie Farmer: 

NS eee ere er Tr ee 10,101 3 21,839 3 

OED. |, aca ubla bs eae ed eenenes 8,170 3 12,717 3 
en a ks Ga een cae bee nb hoa 8,050 3 16,850 3 
pW gy. PRESET ETT TEL 7,986 3 13,162 3 
BOOM DUPMIOE ccc ccaccrcvesevercessceece 6,661 2 15,466 3 
Ct POPUOP ci ces cts cesesheeeve 6,607 2 14,693 4 
reer ree rere ee ee eee 5,852 2 14,866 t 
ig EFCLET ET LOTTE eee ee Tee Tee TT 5,390 2 12,445 4 
American Agriculturist— 

Local Zone Advertising: 

EE e564 5 saa KGS a POKES KOS VERT ORD 2,356 3 634 5 

Ee: -.\o¢ a.69 6 e0.e CO seen sene ss 1,660 3 2,846 5 

te CC NE CRANES OS OO 84 1,025 3 662 5 

ee Lan Akio Wb) REN O4O OEE 756 3 1,250 5 

CC CC TT AT TTT CTCL ELT 728 3 3,659 5 

PN dans Jaw ee aes VERS KES CORR HS 707 3 424 5 

SPAT err Tere eee 680 3 504 5 

Ee co a 5G Pete RReN Ss €h OO eeD 616 3 424 5 

SE ncaa ecw swe ed ven6bs 4 98h ew 9 999s 224 3 698 5 

een re ar eee eee 224 3 424 5 

Elmira Pe Te ee eT Te eT ere eee ee P os 340 5 

Pennsylvania, New Jersey, Delaware, 

NS PTT CRU REE COT TTT ee 182 5 
Weeklies t 
Pacific Rural Press...........cceseeeeees 20,576 5 31,452 5 facture 
Weekly Kansas City Star: roper | 

Arkansas-Oklahoma Edition......... 14,232 : peigred : is cas 

MOnsas WAItion . 2... cccscccccvcveses 2 80: 

Missouri Edition 7 4 12,409 q patelligs 
POE 6556 cs cece seer ecora ees 5 17,332 5 
Semi-Weekly Farm News: 

Tuesday WAiItion ....cscsssccvcsreves 5,585 4 2,350 4 Mr. ] 

NE os cc anh ee Re ee ee RES te : nytt 5 eplace! 
CEE TORI cock chic ccncdeeasesecins 578 a 5 
ay el ee a See eee ee 2,140 4 3,428 5 he mer 

) otive 

*Discrepancies between these columns for 1932 and 1933, except in theflollars 
case of weeklies, are explained by changes in frequency of issue of the nd too 
publications involved. ‘ 

+Not received. . hile t 

—National Advertising Records, nly $8 

Published by The Advertising Record Company, Ine a 

ent dl 

“ eel sa 
Edgewater Beach Complete Plans '."° 


Hotel Has Agency 


Edgewater Beach Hotel, Chicago, 
has placed its advertising with 
Reincke-Ellis-Younggreen & Finn, 
Chicago. For many years this hotel 
has placed its business direct. 

The agency will shortly release 
copy featuring the Edgewater Beach 
as the leading summer resort house 
of the city boasting A Century of 
Progress. 


New Officers Named 
for “Herald-Post’”’ 


Following acquisition of a financial 
interest in the publication, Walter H. 
Girdler has been elected president of 
Louisville Herald-Post. John B. Gal- 
lagher continues as publisher. 

Other directors are George O. 
Boomer, William L. Kennett, Charles 
J. Hodapp, and H. E. Baumgarten. 


Hold Golf Tournament 


Summer Advertising Golf Associa- 
tion has decided to limit this year’s 
tournament to the week-end of June 
24-26, with play at the Shenecossett 
Country Club of the Griswold. New 
London, Conn. Eugene Kelley, 318 
W. 39th St., New York, is president 
of the association. 


Magazine for Anglers 


Harold F. Turner’ Publications, 
New York, have begun publication 
of Sport Fishing Magazine, a 
monthly devoted to all forms of 
recreational fishing. 


Files Bankruptcy Papers 


Keating & Joslin, Inc., Bridgeport, 
Conn., direct mail agency, has filed 
a voluntary petition in bankruptcy. 


“Jobt 

et if { 

For N. I. A. A. k's: 

° overag 

Annual Meetingi:: 

entatir 

Chicago, May 18—Plans for the ogg 

annual meeting of National Indu alf-wa 
trial Advertisers Association, to hould 

held here June 26-28, are rapidly tak elling. 

ing final shape, according to an ab tocked 

nouncement by Forrest Webster, Cut Ne lim 
ler-Hammer, Inc., Milwaukee, presi Mr. 

dent. any h 


Among the featured speakers 4a 
the meeting will be Bennett Chapple;,: 
vice-president, American Rollin 
Mill Company; W. L. Rickard, presiy, 
dent, Rickard & Co., and A. C. Niel 
son, president, A. C. Nielson Com 
pany. A number of clinical session 
devoted to various phases of indus 
trial advertising are included on th 
program. 

Two important committee reports{o the 
one dealing with business paper ratehe sq 
and the other with the developmenty 
of a new yardstick for measuriNgyith t} 
the value of business paper spaceftor w 
are scheduled for the meeting. ater o 

As in past years, the exhibit Ofimitat 
industrial advertising will be a feathe sal 
ture of the meeting. ibutiy 


W. D. McElhinny Joins _ x... 


Frigidaire Organizatiomaiesm 
W. D. McElhinny, formerly vicefure o: 
president in charge of sales for Copethis ch 
land Products, Inc., has been placedjg req} 
in charge of sales of the commercia}nycs 1, 
refrigeration division of Frigidaire Te 
Corporation, Dayton, O. ‘ P 
H. F. Lehman will be his assistant PUT8es 
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J OBBERS CALLED 
MANUFACTURERS 
BEST SALES ALD 


Sales Set-up of Automotive 
Specialty Outlined 


Chicago, May 16.—The automotive 
jobber is fully capable of creating 
nd maintaining distribution for the 
anufacturer, C. M. Burgess, presi- 
ent of the Burgess-Norton Company, 
eneva, Ill., replacement part manu- 
acturers, asserted in addressing the 
ngineering Advertisers’ Association 
ast night. He defended the jobber 
rom charges of being either “dumb” 
r lacking aggressiveness if he is 
iven proper inducements. 

Mr. Burgess analyzed automotive 
istribution in detailing the highly 
uccessful campaign which his com- 
any has carried out in promoting 
ales of the Charter drive for auto- 
obile starters. The product has 
en on the market only a little over 
year, and already has several hun- 
red distributors as well as 2,000 au- 
horized service stations. 

“Many manufacturers,” said Mr. 
urgess, “think that the jobber is 
umb. They accuse him of not 
nowing his territory, and of being 
nable or unwilling to push sales for 
They insist that the job- 
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ess, and that their general attitude 
s selfish. I am convinced that they 
re wrong on all these counts. 

“We have found in 30 years’ ex- 
rience in the automotive field that 
obbers are intelligent buyers. They 
ave to be. They don’t respond to 
igh-pressure selling and they are 
onservative in changing lines. This 
s as it should be. But when a manu- 
acturer with a new line, offering 
roper profits for the jobber, presents 
is case, he gets an interested and 
ntelligent reception.” 


A Huge Market 


Mr. Burgess pointed out that the 
eplacement market is larger than 
he new car market, and that auto- 
otive jobbers sold over a billion 
ollars worth of parts, equipment 
nd tools, exclusive of tires, in 1930, 
hile the volume in 1932 declined to 
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eel satisfied with his opportunity 
or profit. 


as “Jobbers will specialize on a prod- 
A ct if it has profit in it,” continued 
e Mr. Burgess. “They give complete 

e overage of the market, calling on 
tin he entire trade. Your own repre- 
entative could not do so well. If 

obbers are treated fairly, they will 

~ >= eet the manufacturer more than 


alfway. And fair treatment, it 
hould be mentioned, includes under- 
elling. The jobber who is over- 
tocked is very likely to go sour on 
he line.” 

Mr. Burgess said that his com- 
any has run several campaigns in 
e automotive trade press empha- 
izing the importance of the job- 
®er’s function. He is a banker, a 
1, preslyarehouseman, a business adviser, an 
\dvertising agency, an information 
n CoMbureau, a purchasing agent, all rolled 
sessiOM§nto one. By serving the dealer in 
f industhis way, he takes a big burden off 
| on th4he shoulders of the manufacturers. 
In discussing the proper approach 
reports{) the jobber, Mr. Burgess said that 
er rat€fhe salesman should explain the 
lopmetfeak points of his proposition along 
asurilgWith the strong, so that the distrib- 
* spaceftor will not have any sore spots 
g. ater on. Honesty in discussing the 
hibit Offimitations of a line will strengthen 
2 a feathe salesman’s position with the dis- 
ributing trade. 


Uses Sales Conferences 


ns Sales conferences with the jobbers’ 
zatioMmalesmen are a very important fea- 
ly vicelure of promoting business through 
or Copethis channel. The jobber’s salesman 
placed 8 really the neck of the bottle, and 
merci must have plenty of cultivation. 

ixidaley ts putting over the Charter drive, 
sistantPUrgess-Norton had the names of in- 


dividual salesmen of the jobbers. 
They were enthused through the of- 
fer of a $2 bonus for all authorized 
service stations they signed up. 
These stations were given a fran- 
chise on payment of $5, part of 
which went to the jobber’s salesmen 
and the remainder covered the cost 
of the signs and identification ma- 
terial which the service station re- 
ceived. Those in this classification 
got a 50 per cent discount as com- 
pared with the ordinary repairman’s 
discount of 40 per cent, based on 
carrying a specified stock. 

A weekly house organ to jobbers’ 
salesmen keeps them advised of sales 
opportunities and also supplies tech- 
nical data regarding the Charter 
drive and competitive products. 

Sales contests for jobbers’ sales- 
men, window contests for jobbers and 


dealers and other sales stimulators 
of this character have worked well 
in the promotion of the Charter 
drive. One of the best is a still film 
which is used in presentations to 
sales conferences of jobbers’ sales- 
men. 


The advertising thus far done in 
behalf of the product has appeared 
in automotive trade publications. 
The account is handled by James R. 
Gregory. 


Advertising Men 
on B. B. B. Board 


A number of advertising men and 
publishers were elected to the board 
of directors of the Chicago Better 
Business Bureau at the annual meet- 
ing last week. 

In the list are L. J. Abrams, Chi- 


cago Daily Times ; Basil Church, Cap- 
per Publications; W. E. Donahue, 
Chicago Tribune; Dade B. Epstein, 
D. B. Epstein Advertising Agency; 
Flint Grinnell, Downtown Shopping 
News; George F. Hartford, Chicago 
Daily News ; W. Frank McClure, Car- 
roll Dean Murphy, Inc.; W. J. Mer- 
rill, Chicago Herald and Examiner; 
B. L. Robbins, General Outdoor Ad- 
vertising Company. 

Col. Frank T. Knex, publisher of 
the Daily News, delivered the prin- 
cipal address. 


Has New Projector 


Ampro Corporation, 2839 N. West- 
ern Ave., Chicago, has introduced 
a new automatic repeating motion 
picture projector with a capacity of 
400 feet of 16 mm. film. It is recom- 
mended for window or store dis- 
plays, sales meetings, etc. 


Bauer & Meyer, Inc. 


Ready for Business 


Bauer & Meyer, Inc., have estab- 
lished offices at 250 Park Ave., New 
York, as special advertising repre- 
sentatives for magazines, newspapers 
and advertising in buses. They will 
also render a general sales promotion 
service. 

The principals, Hans Meyer and 
Wilton S. Bauer, have been asso- 
ciated with newspapers, magazines 
and agencies for many years. 


Savorette Starts Drive 


Savorette Manufacturing Company, 
Chicago, has launched a test news- 
paper and radio campaign in Michi- 
gan for Savorette, a flavored cig- 
arette holder. The tips, retailing 
two for five cents, are being mar- 
keted through drug stores. 


N the first four months of 1933—as in the 12 months of 1932—advertisers 


IRMS who want their advertising 
appropriations to buy the most sales 


will note with 


interest this record of 


pages carried by women’s magazines 


in 1933 and 1932. 


Because Good Housekeeping leads in 
all advertising values that produce sales, 
it has become America’s mightiest selling 


force in the eight ma 


interest. 


jor fields of women’s 


Here are registered—not ours—but the 
verdict of important buyers of advertis- 
ing space in women’s magazines. Their 
supreme use of advertising pages in 
Good Housekeeping offers a practical 
guide for planning advertising expendi- 
tures for this year and next. 


GOOD HOUSEKEEPING 
is FIRST 
ADVERTISING PAGES 
because FIRST 
POWER 


Move Merchandise. 


its 


in 


in 


to 


bought more pages in Good Housekeeping than in any other magazine in its field. 


HERE IS THE RECORD 


AUTOMOBILES 

1933 1932 

Ist 4 12 

months months 
Good Housekeeping 13.3 41.0 
McCalls 9.0 23.0 
Ladies Home Journal 5.0 24.0 
Woman'sHomeComp. 3.0 5.0 
Delineator 0 0 
Pictorial Review 0 0 

CLOTHES & TEXTILES 

Good Housekeeping 10.2 53.1 
Ladies Home Journal 8.6 39.2 
McCalls 50 120 
Woman's Home Comp. 4.8 21.0 
Pictorial Review 1.1 63 
Delineator 10 66 


TOILET & DRUG PREPARATIONS 


Good Housekeeping 101.6 274.2 
McCalls 88.1 237.1 
Woman's Home Comp. 84.6 236.9 


Ladies Home Journal 80.4 233.0 
Delineator 66.6 164.0 
Pictorial Review 42.8 135.6 
FOODS 
Good Housekeeping 120.0 388.4 
Ladies Home Journal 94.3 259.4 
McCalls 92.3 246.0 
Woman's Home Comp. 89.9 237.7 
Delineator 59.4 172.0 
Pictorial Review 31.1 86.7 


FURNISHINGS 

19331932 

ist 4 2 
months months 
Good Housekeeping 21.9 72.9 
Ladies Home Journal 15.9 57.1 
Woman's Home Comp. 12.1 39.2 
McCalls 9.3 25,7 
Pictorial Review ST 334 
Delineator 38 21.3 

HOME BUILDING 

Good Housekeeping 5.1 21.4 
Ladies Home Journal 3.0 6.4 
Delineator 6 21 
Woman's Home Comp. 1.6 1.7 
McCalls 8 48 
Pictorial Review Le 1 


HOUSEHOLD EQUIPMENT 
Good Housekeeping 68.9 282.3 
Ladies Home Journal 46.7 146.7 
Woman's Home Comp. 39.4 113.0 


McCalls 38.4 117.3 
Delineator 30.1 67.0 
Pictorial Review 13.5 44.1 
GENERAL 
(Travel, Cultural, etc.) 
Good Housekeeping 16.0 57.5 
Ladies Home Journal 9.3 27.6 
Pictorial Review 89 319 
McCalls 6.6 36.0 
Woman's Home Comp. 5.2 19.6 
Delineator 5.2 28.0 
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WORK OF JOINT 
COMMITTEE IS 
HELD COMPLETE 


(Continued from Page 1) 


assent to this theory remains to be 
seen. These advertisers are General 
Motors Corporation, General Foods 
Corporation, Chrysler Corporation, 
Procter & Gamble Company, and 
R. J. Reynolds Tobacco Company. 


In their conferences, into which 
were gradually called leading agen- 
cies and publishers, these five adver- 
tisers, so large that they overshadow 
the rank and file, were represented 
by their respective presidents. This 
bears out the statement made so 
often recently—that advertising costs 
have become such a dominant fac- 
tor that they are receiving the atten- 
tion of those who direct the desti- 
nies of many large corporations. 

Questioning the present method of 
agency compensation started out as 
a criticism of publication and par- 
ticularly newspaper costs, by the 
Association of National Advertisers. 

However, the A. N. A. has been 
directing interrogations at the pres- 
ent system for a long time. At its 
1921 convention, it went on record 
as believing that the agency is solely 
the representative of the advertiser 
and should be paid on a fee basis 
for services rendered; second, that 
the advertiser, as the purchaser of 
a commodity, is entitled to the low- 
est price he can get; and third, that 
its agency relations committee 


Ml 

Tre Drug business 
defies depres- 
sion.’ There are 
many reasons — 
but effective use 
of the dealer's 
window is by no 
means the least! 


* 
EINSON-FREEMAN CO., INC. 


LITHOGRAPHERS 


Printing on Newsprint; 
Your Plates or Ours 
Shopping News— Cleveland, O: 


Oe, i, sa, 
I'VE FOUND 
- THE BEST 
\ “HOTEL VALUE 
5) IN NEW YORK 


“ol CITY 


- 
= 


Just think ... a mod- 
ern, new hotel, in the 
heart of New York— 
200 feet from Broad- 
way on 45th Street. 
A room and bath for one, 
$2.50; for two, $3.50. 


It's the 


\A\\ PICCADILLY 


45th STREET and BROADWAY @ NEW YORK 
“Wiliiem Madiung, Mng. Dir. 


should propagate these views among 
publishers, advertisers and agents. 
However, the A. N. A. attitude was 
relaxed somewhat in the following 
years when the United States found 
the key to everlasting prosperity 
and not until 1930, when this instru- 
ment was misplaced, did the ques- 
ion of publication rates and then 
the agency commission, become a 
burning one. 


os 


Committee Is Formed 


With other advertisers, the A. N. 
A. succeeded in getting many pub- 
lishers to reduce their rates. Mean- 
while, among others, Colby M. Ches- 
ter, Jr., president of General Foods 
Corporation, scrutinized the expense 
sheet and noted with interest that 
15 per cent of the company’s adver- 
tising expenditures were returned to 
its agency in the form of a commis- 
sion. 

He found others in high offices 
skeptical that agency services were 
worth any such sums and these crit- 
ics finally got together in a series 
of meetings. Those holding counter 
views were admitted and the final 
decision was that someone thor- 
oughly conversant with the develop- 
ment of the agency system, but 
holding no brief for it, should be 
commissioned to study the whole 
situation. 

The finger of fate pointed un- 
waveringly to James W. Young, who, 
after a long career as an active 
agency man, had retired from the 
business to pursue his hobby—teach- 
ing practical advertising to the com- 
ing generation. 

The American Association of Ad- 
vertising Agencies advised its mem- 
bers by telegraph this week of Mr. 
Young’s conclusions. 

The report, to be published in 
book form in the immediate future, 
will be retailed at $5. 


Reactions to 
Young Report 
Vary Greatly 


(Continued from Page 1) 


analysis, the Borden Company, and 
president of the Association of Na- 
tional Advertisers. “I’m glad the 
study has been made and I think Mr. 
Young seemed the logical man to do 
st” 

Allyn B. McIntyre, vice-president 
in charge of advertising, Peperell 
Manufacturing Company, commented 
as follows: 

“If James Young arrived at the 
conclusions now published we can 
all rest assured that he did so only 
after the most thorough and intelli- 
gent study ever made of agency com- 
pensation. 

“These conclusions will have a dis- 
tinct bearing on silencing the rumors 
now extant and enable the advertis- 
ing world to go ahead and quit gos- 
siping. Time devoted to study of 
new selling problems brought about 
by the ‘new deal’ will produce more 
profits than time devoted to gossip. 

“Obviously, I cannot give an opin- 
ion of the study until after I have 
read it.” 


Is Valuable Contribution 


H. B. Thomas, advertising and 
general sales manager, the Centaur 
Company, said he was somewhat 
surprised, but added: 

“The report is a valuable contri- 
bution to advertising in more re- 
spects than one. I am heartily in 
sympathy with the reasoning that 
prompted it and I believe the work 
itself sets a new standard for inves- 
tigations of this character. 

“Sponsorship of the report showed 
that advertising leaders know funda- 
mentals may change and are willing 
to make adjustments when it is de- 
sirable to do so. That is a healthy 
condition for the welfare of adver- 
tising. 

“What is true today may not be 
true one or two years hence, and I 
think this possibility of change 
should be recognized to the extent 
that it will be possible to make 
studies of agency compensation and 
other phases of the advertising busi- 
ness at regular and fairly frequent 
intervals.” 


EVEN MOTHER SIPS THE NEW BEER 


conference over the 


Contrast between old and new beer advertising is well exemplified 
by this typical illustration from current newspaper copy for Atlas 
Brewing Company, Chicago, in which beer is welcomed to the family 


latest jig-saw puzzle. 


ager, Metropolitan Life Insurance 
Company, said he agreed with Mr. 
Young’s conclusions without reserva- 
tion. 

Calls System Unwieldy 


T. T. Cook, advertising manager, 
American Telephone & Telegraph 
Company, said it was highly advis- 
able to make the study and that he 
would consider it carefully. 

“I have objected to the present 
system of agency compensation in 
the past because I think it is un- 
wieldy and not because I think 
agencies are overpaid,” said Paul 
Ellison, advertising manager, Hy- 
grade Sylvania Corporation. 

“T have been greatly interested in 
the Young report because our agency 
relations are in harmony with Mr. 
Young’s conclusions and have proved 
satisfactory on that basis for many 
years. 

“However, I can sympathize with 
the very large advertisers who be- 
lieve that, if the present system of 
compensation is to be continued, 
there should be some exceptions in 
the rate where service requirements 
are small compared to the quantity 
of space used.” 


Plans Bacchantes 

California Fruit Juice Company, 
San Francisco, will shortly begin 
marketing Petite Bacchante, a 3.2 
wine, red and_ white. “Grande 
Bacchante” is being reserved for a 
stronger potion, when and if legal- 
ized. 


“Post” Ordered Sold 


The Washington Post, property of 
the late John R. McLean, is to be 
sold at auction, the District Supreme 
Court has ruled. No bid for less than 
$250,000 will be received, and bids of 
$500,000 or less must be paid in cash. 


HE'S A SPECIALIST 


Here is Dr. Steelstrap, developed 
by L. W. Kimball, advertising man- 
ager, Acme Steel Company, Chi- 
cago, and now playing the central 
part in that company's advertising. 
He is a packing and shipping 


J. E. D. Benedict, advertising man- 


PRESENT AGENCY 
SYSTEM UPHELD 
BY YOUNG STUDY 


(Continued from Page 2) 


the magazine field. As a commission 
of 13 per cent on the publisher’s 
rate-card yields the agent the same 
revenue as 15 per cent on the net 
rate, all agency service was again 
put on the same price basis, as far 
as the publisher could influence it.” 

This situation continued until 1918. 

“Meantime, as agency service con- 
tinued to expand, and specialized 
techniques and talent for it to de- 
velop, agencies ‘again found their 
costs rising and their profits shrink- 
ing. In 1918, a committee of the 
American Association of Advertising 
Agencies began making representa- 
tions to magazine publishers for an 
increase in the commission from 13 
to 15 per cent, and this was eventu- 
ally adopted by all the principal mag- 
azines. 

Standardize Commissions 


“Another committee of the same 
association then sought to bring 
about a standardization of the 15 
percent commission, with a 2 per 
cent cash discount, among publish- 
ers of all kinds, advocating a reduc- 
tion of higher commissions where 
these existed, and an increase to 
this rate where, as with some metro- 
politan newspapers, a lower one was 
paid. 

“At the present time this commis- 
sion and cash discount are uniform 
throughout the general periodical 
field, with immaterial exceptions.” 


Williamson Promoted 


Hal J. Fletcher, advertising di- 
rector, New York World-Telegram, 
has announced the appointment of 
Fred R. Williamson as local advertis- 
ing manager. Mr. Williamson has 
been with the publication for four 
years. 


Dann Again in Charge 


Dr. B. L. Dunn, formerly advertis- 
ing manager of Oneida Community, 
Ltd., Oneida, N. Y., and since 1928 a 
member of the company’s advertising 
committee, has resumed the title and 
duties of advertising manager. 


Sal-O-Dent Appoints 


Sal-O-Dent Laboratories, Inc., St. 
Louis, tooth paste and other prod- 
ucts, has placed its account with 
Jimm Daugherty, Ine., St. Louis. 
Newspaper and radio will be used 
in the middle and south west. 


Plan Outdoor Meets 


Nebraska Outdoor Advertising <As- 
sociation will hold its annual meet- 
ing at the Hotel Cornhusker, Lin- 
coln, May 25. Indiana wiil meet at 
the Lincoln Hotel, Indianapolis, May 


specialist. 


27. 


H. H. Kynett Re-Elected 
Poor Richard Club He,) 


H. H. Kynett, Aitkin-Kynett 
pany, was re-elected president of ae 
Poor Richard Club, Philadelphigng 
the annual meeting. Other oft 
are: first vice-president, Howard 9 
Story, Story, Brooks and Finley 
second vice-president, Louis v 
Wheelock, Wheelock Com 
treasurer, Harry C. Kahn, Harry ¢ 
Kahn Company. Clarence W, Cry 
mer was re-elected secretary. 

New directors are Joseph W. 
son, Philadelphia Bulletin; Harry? 
Jordan, Stewart-Jordan Compa 
and Harold H. Nace, George 
Lasher company. 

The club has reduced its a 
dues from $75 to $60. 


Approve Trafton Script 


Trafton Script, new face cast 
the Bauer Type Foundry, wag 
cepted and recommended to the prjy 
ing industry at a recent meeting 
the National Board on Printing 
Faces. 


Gets Planter’s Peanuts 


Advertising of Planter’s Nut aj 
Chocolate Company, salted peanuy 
has been placed with J. Walt 
Thompson Company. 


Joins Mergenthaler Staf 
Walter B. Patterson, widely know 


May 2 


—_— 


FO 


Henry 
yon 

new d 
ciation 


LOC 


printing craftsman, has joined 
executive staff of Mergenthaler Li 
type Company, Brooklyn. 


Has Cooking School 


La Presse, Montreal, held a ¢ 
ing school May 11 which was 
tended by 15,000 women. 


“Holland’s” Moves Offi 


The Chicago offices of Holla 
Magazine and Farm and Ranch ha 
moved to 75 E. Wacker Drive. 
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"How to Serve 


WINE and BEER" 


Just off the press—every Agency, 
Copy Writer and Advertising man 
should have a copy. 


RECIPES—MENUS—TOASTS 
COCKTAILS—HINTS 


Copy a gag with 
75c PrepaidjOrder or C. O. D. 
Write for free Samples Beer Mats 
and other Beverage Adv. Novelties 


The HARTER PUBLISHING CO. 


E. 7ist St., Cleveland, Ohio 


A Complete 
Production Servi 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Unio 


NEW YORK + 310 East 45th 
CHICAGO + 210 So. Desplaine 


and 34 other cities 
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FOUR A'S DIRECTOR 


Henry Eckhardt, president, Ken- 
yon & Eckhardt, Inc., New York, 
new director of American Asso- 
ciation of Advertising Agencies. 


LOCAL LINEAGE 
SHOWS UPTURN 


New York, May 18.—Local news- 
paper lineage, generally accepted as 
an important criterion of business 
conditions, showed a definite upward 
swing in April, as contrasted with 
previous months, the monthly tabu- 
lation of New York Evening Post, 
covering 113 papers in 30 important 
cities, reveals. 

In April, 1933, these publications 
carried 86.3 per cent of the lineage 
they carried in April, 1932, accord- 
ing to the study. This contrasts with 
= 70.8 per cent in March, and 72.4 per 
cent in February, as compared with 
the same month in 1932. 
™ National lineage, which was off 
@ 6,960,018 lines in March, as compared 
with March, 1932, also showed a 
steadying tendency. The figures in 
this classification for April were 13,- 
| 280,677 lines, a loss of 3,532,298 lines 
from the 16,812,975 lines carried in 
April, 1932. 

In local lineage Indianapolis most 
inearly approached its 1932 figure, 
carrying 99.8 per cent of its last 
year’s total. Close behind were Bal- 
timore, with 98.6 per cent, and Hous- 
| ton. Tex., with 97.8 per cent. 

Others with better than 90 per cent 
of their 1932 totals were New York, 
91.5 per cent; Philadelphia, 95.9 per 
cent; Cleveland, 90.4 per cept; Mil- 
waukee, 92 per cent; Washington, 
95.1 per cent; Cincinnati, 93.4 per 
cent; Omaha, Neb., 92.8 per cent; and 
Richmond, Va., 93.4 per cent. 

Nine papers showed a gain in total 
lineage during April, compared with 


.|the same month of the preceding 


year. They were New York News; 
Brooklyn Eagle; Chicago Herald and 
Philadelphia Record; 
Philadelphia Evening Ledger; Balti- 

American; Baltimore Post; 


Orleans Tribune; and India- 


9,700 Beer Dealers 


Beer dealers in Wisconsin as of 
May 10 totalled 9,683, according to 
A. H. Wilkinson, internal revenue 
collector. Of the total 8,463 are re- 
tailers, 313 wholesalers, and 907 
handling beer and wine. Revenue 


43 in the state, totalled $1,980,370. 


ve breweries, of which there are 


Nash Building Tower 


The Nash Motors Company exhibit 
at A Century of Progress. which is 
being constructed by engineers of 
the Whiting Corporation, will take 
the form of a “tower of value,” in 
which various models and sections of 
Nash cars will be exhibited in an 
endless-chain moving tower. 


Missouri Beer Legal 


Missouri’s 3.2 per cent beer Dill 
the emergency clause which 
made it operative immediately were 
upheld this week by Circuit Judge 
N. G. Sevier of Jefferson City, in a 
case brought on behalf of several 
dry organizations. An appeal to the 


BMFiate supreme court is planned. 


APRIL NEWSPAPER LINEAGE IN 30 CITIES 


City 


National Local Classified Totals 

1933 1,700,048 5,256,246 1,441,179 9,057,729 

SS rere oe 1932 1,820,021 5,523,172 1,676,122 10,031,056 
a Diff —119,973 —266,926 —234,943 —973,327 
1933 711,355 2,411,979 1,045,271 4,460,276 

INN ra i to, oe 1932 893,821 2,882,549 779,538 5,012,015 
Diff —182,466 —470,570 + 265,733 —551,739 

1933 702,021 2,742,048 893,672 4,564,640 

PEE, nn be cnnsees 1932 753,818 2,860,060 1,064,856 4,971,885 
Diff —51,797 —118,012 —171,184 —407,245 

1933 446,829 1,416,107 416,943 2,350,912 

EE eT 1932 675,682 1,897,952 541,772 3,218,698 
Diff —228,853 —481,845 —124,829 —867,786 

1933 416,204 1,313,579 313,855 2,043,638 

Cleveland ...........+. 1932 627,768 1,453,522 471,141 2,552,431 
Diff —211,564 —139,943 —157,286 —508,793 

1933 486,740 1,546,445 533,285 2,566,470 

ee Gee es aucexdcns 1932 653,445 1,903,835 487,465 3,044,745 
Diff —166,705 §—357,390 +45,820  —478,275 

1933 692,876 1,811,071 591,355 3,301,392 

EC Sere 1932 849,643 2,188,418 694,572 4,049,548 
Diff —156,767 —377,347 —103,217 —748,156 

1933 531,157 1,708,393 551,120 2,790,670 

See err e rer ree 1932 806,595 1,732,380 643,688 3,182,663 
Diff —275,438 —23,987 —92,568 —391,993 

1933 662,410 1,560,006 748,202 2,970,618 

Los Angeles .........-. 1932 873,726 1,987,692 914,312 3,775,730 
Diff —211,316 —427,686 —166,110 —805,112 

1933 306,788 1,173,487 326,632 1,946,176 

SORA ches ee 1932 369,777 1,381,150 359,009 2,359,000 
Dift —62,989 —207,663 —32,377 —412,824 

1938 624,708 1,211,184 586,758 2,422,650 

San Francisco ......... 1932 858,377 1,398,283 785,092 3,041,752 
Diff —233,669 —187,099 —198,334 —619,102 

1933 511,599 1,096,069 245,739 1,853,407 
lee 1932 555,101 1,191,221 335,163 2,081,485 
Diff —43,502 —95,152 —89,424 —228,078 

1933 563,068 2,103,400 779,777 3,446,245 

Washington ........... 1932 790,561 2,212,017 730,671 3,733,249 
Diff —227,493 —108,617 +49,106 —287,004 

1933 348,334 1,377,614 344,134 2,070,082 

NEE oo cc wagon 1932 500,220 1,496,320 442,904 2,439,444 
Diff —151,886 —118,706 —98,770 —369,362 

1933 397,422 1,409,343 531,791 2,338,556 

New Orleans .......... 1932 441,200 1,656,696 519,103 2,616,999 
Diff —48,778 —847,853 +12,688 —278,443 

1933 384,263 1,264,213 373,052 2,053,747 

Minneapolis ........... 1932 463,621 1,499,198 431,341 2,423,258 
Diff —79,358 —234,985 —58,289 —369,511 

1933 337,975 828,812 411,711 1,690,541 
Oe ee 1932 396,068 1,023,555 490,310 2,088,660 
Diff —58,093 —194,743 —78,599 —398,119 

1933 327,678 1,300,737 391,752 2,020,167 

Indianapolis ........... 1932 425,271 1,303,296 444,972 2,173,539 
Diff —97,593 —2,559 —53,220 —153,372 

1933 201,750 675,317 259,598 1,253,767 

Oe COC ET 1932 212,864 815,279 310,941 1,483,443 
Diff —11,114 —139,962 —51,343 —229,676 

1933 331,851 1,062,364 277,742 1,671,957 
le 1932 342,850 1,376,007 355,461 2,074,318 
Diff —10,999 —313,643 —77,719 —402,361 

1933 257,099 1,098,401 289,283 1,644,783 

CONE. ficsinsevcias 1932 392,859 1,392,323 344,224 2,129,406 
Diff —135,760 —293,922 —54,941 —484,623 

1933 275,471 1,250,714 231,634 1,758,301 

ee ee 1932 384,006 1,559,211 280,523 2,224,193 
Diff —108,535  —308,497 —48,889  —465,892 

1933 370,446 1,106,547 301,929 1,778,922 
Serre ry 1932 495,446 1,287,664 322,028 2,105,138 
Diff —125,000 —181,117 —20,099 —326,216 

1933 281,342 560,458 309,048 1,150,848 

on rr Ere 1932 344,195 804,800 449,485 1,598,480 
Diff —62,853 —244,342 —140,437 —447,632 

1933 160,283 860,503 230,329 1,340,627 

RNS oe. gacialaeane 1932 214,582 927,255 259,616 1,495,004 
Diff —54,299 —66,752 —29,287 —154,377 

1933 231,826 659,652 104,902 996,380 

Birmingham ........... 1932 321,776 1,113,238 135,674 1,570,688 
Diff —89,950  —453,586 —30,7722 —6574,808 

1933 200,622 749,884 222,836 1,275,315 

DIGRMEAE aig axscccsees 1932 214,568 802,360 265,355 1,445,756 
Diff —13,946 —52,476 —42,519 —170,441 

1933 250,894 1,090,124 221,802 1,562,820 

0 SE eee erat rate 1932 371,084 1,483,566 300,566 2,155,216 
Diff —120,190 —393,442 —78,764 —592,396 

1933 278,838 1,049,916 353,906 1,682,660 

NE 5 6 vs vo sb Re 1932 $52,436 1,073,996 495,866 1,922,298 
Diff —73,598 —=-24,080 —141,960 —239,638 

1933 288,780 477,034 184,436 950,250 

ee 1932 411,594 615,689 230,979 1,258,262 
Diff —122,814 —138,655 —46,543 —308,012 

1933. 13,280,677 42,171,647 13,513,673 71,014,546 

WERE. dy cca 1932 16,812,975 48,842,704 15,562,749 84,258,359 
Diff. -—-3,532,298 —6,671,057 —2,049,076 —13,243,813 


—New York Evening Post. 


Cotton-Textile Institute 
Wins Association Award 


The Cotton-Textile Institute, of 
which George A. Sloan is president, 
has been declared the winner in the 
annual competition sponsored by 
American Trade Association Execu- 
tives for the work it performed for 
its industry in 1932. 

Honorable mentions went to Na- 
tional Retail Dry Goods Association, 
Tanners’ Council of America, Ameri- 
can Dry Milk Institute, and South- 
western Ice Manufacturers’ Associa- 
tion. 


Seeks Better Copy 


A better copy contest is being con- 
ducted by the Jackson, Miss., Adver- 
tising Club. Norman Stamm is in 
charge. 


Names Representative 


WSYR, Syracuse, N. Y., has ap- 
pointed Free & Sleininger, Inc., Chi- 
cago, as midwestern sales represen- 
tative. 


Wellin is Promoted 


Elmer G. Wellin has been named 
advertising manager of the Merchan- 
dise Mart, Chicago, succeeding Wer- 
ner P. Meyer. 


Galbraith Appointed 
by John B. Woodward 


J. D. Galbraith has been appointed 
western manager at Chicago for 
John B. Woodward, Inc., newspaper 
representatives. Mr. Galbraith has 
been connected with the Hearst 
newspapers for twelve years, the 
last four as representative of the Pa- 
cific Coast group. 

Mr. Galbraith succeeds Roy L. 
Rubel, transferred to New York as 
manager of that office. 


Gets Kittinger Account 

Advertising of the Kittinger Com- 
pany, Buffalo, N. Y., furniture manu- 
facturer, has been placed with -Bat- 
ten, Barton, Durstine & Osborn. 


Gets Quality Biscuit 
The Milwaukee office of Needham, 
Louis and Brorby, Inc., has been 


named to handle advertising of 
Quality Biscuit Company, Milwau- 
kee. 


Brewer Names Agency 


Flower City Brewing Company, 
Rochester, N. Y., has placed its ac- 
count with Hutchins Advertising 
Company, Rochester. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2 


HELP WANTED 


EXPERIENCED lithographic sales- 
man wanted by large Chicago litho- 
graph house. Must have established 
trade and clientele. Give complete 
outline of experience, age and salary 
desired in letter. Box 342, ADVERTIS- 
ING AGE, Chicago. 


POSITIONS WANTED 


YOUR SPACE department can use 
me. Thirteen years’ experience as 
space buyer in large midwest agency. 
Young, capable, willing to go any- 
where. Nominal salary. Best ref- 
erences. Box 335, ADVERTISING AGE, 
Chicago. 


SALES DEVELOPER, merchan- 
diser and advertising executive 
wants connection. Will demonstrate 
worth on fee, percentage or salary 
basis. Agency head 10 years—10 
years mail order. Knows advertising 
mechanics, how to produce sales. 
Box 336, ADVERTISING AGE, Chicago. 


EXPERIENCED MARKET analy- 
sis and sales promotion man wishes 
to connect with advertising agency 
or concern in textile or shoe fields. 
Age 30, single, American, Christian. 
Willing to travel. Edward L. Even- 
sen, 226 South Second Avenue, Mt. 
Vernon, N. Y. 


CLEVER, ORIGINAL copywriter, 
26, college graduate, three years with 
large New York agency cigarette ac- 
count, recently advertising manager 
weekly class-magazine. Box 337, Ap- 
VERTISING AGE, New Work. 


EXECUTIVE with 11 years’ experi- 
ence with advertising agency, pub 
lication and industrial concerns. 
Also expert accountant with diversi- 
fied knowledge of managerial and 
treasurership duties. Seek position 
and opportunity to prove ability. A. 
C. Battersby, 512 Fifth Ave., New 
York. 


OUTDOOR ADVERTISING—versa- 
tile man 35 years of age, 18 years’ 
experience outdoor advertising op- 
erating plants, desires position of 
responsibility, anywhere; best refer- 
ences, satisfaction guaranteed. Sin- 
gle, conscientious worker, Christian. 
Box 338, ADVERTISING AGE, New York. 


EXPERIENCED ADVERTISING 
man’s services available. Have served 
two years as agency production man- 
ager and five years as advertising 
manager for large department store. 
Age 29, married. Box 339, ADVER- 
TISING AGE, Chicago. 


MERCHANDISING MAN with 14 
years’ background in farm field 
selling as advertising and sales man- 
ager for two prominent middle west- 
ern manufacturers. Age 36, mar- 
ried. My actual accomplishments 
merit your consideration. Box 340, 
ADVERTISING AGE, Chicago. 


SPACE SALESMAN, experienced 
on business, financial and advertis- 
ing publications, contacting local and 
national accounts. Desires connec- 
tion with national publication. Ref- 
erences showing highest qualifica- 
tions from previous employers. Box 
341, ADVERTISING AGE, New York. 

COPY WRITER: Your idea—my 
words work—tell—sell. No fancy 
phrase frenzies—pfui! Ideas, gump- 


tion galore. Recent brain trust, good, 
small agency. Young. Irish. Mod- 
est. Need a winner? Box 24, ADVER- 
TISING AGE, Chicago. 


COMPETENT ADVERTISING man 
seeks connection with advertiser or 
agency. Experience: eight years ad- 
vertising executive and publicity di- 
rector, large corporations; six years, 
writer and ‘executive, agencies of 
first rank. Box 343, ADVERTISING 
AGE, Chicago. 


ASSISTANT to busy sales and ad- 
vertising director. Wide experience, 
good record, several nationally 
known concerns. Best references. 
Age 38, married. Box 344, ADVERTIS- 
ING AGE, Chicago. 


PUBLISHERS! You know it isn’t 
leg work as much as it is past ex- 
perience in finding a “battle.” Twelve 
successful years with one technical 
magazine—the leader in its field— 
broad experience in advertising and 
merchandising on both sides of the 
desk. Strong personality; capable, 
dependable, sunny disposition, coop- 
erating in office or field; now seek- 
ing commission connection on strong 
paper with reasonable drawing ac- 
count for expenses. Box 345, ADVER- 
TISING AGE, Chicago. 


“THAT COPY SIMPLY SINGS,” 
commented outstanding agency’s 
copy chief, regarding some of my 
work. Ten years’ experience: Gen- 
eral Electric; Timken; agency. Su- 
pervised department of eleven. Bud- 
gets, plans production. Age 36. Box 
346, ADVERTISING AGE, New York. 


Fruit Growers 
Of California 
Add Valencias 


Los Angeles, Cal., May 16.—A new 
alliance has been formed between 
the California Fruit Growers’ Ex- 
change and the Valencia orange in- 
terests which will result in an en- 
larged marketing program, Paul 
Armstrong, general manager of the 
Exchange, told members of the Adver- 
tising Club of Los Angeles here re- 
cently. 

For the first time in its history, 
the growers’ organization will un- 
dertake to distribute the summer 
crop of Valencia oranges, estimated 
at about 40,000 cars. 

In the past the Exchange has dis- 
tributed only 72 per cent of Cali- 
fornia’s orange crop, but under the 
new arrangement it will market 93 
per cent, Mr. Armstrong said. 

He pointed out the important part 
advertising has played in developing 
the market for the California citrus 
output, citing as illustration the 
growth of orange juice sales, until 
now 70 per cent of the oranges used 
in this country are consumed as 
juice. Similarly, advertising has so 
increased the market for lemons that 
their consumption in winter and 
spring is now as great as it used 
to be in summer. 

“The Exchange has received no 
requests from members for reduc- 
tion of advertising,” he said. “Our 
budget this year is $1,250,000.” 


Regulate Dental Copy 


Advertising of professional superi- 
ority, electric displays of teeth, 
bridgework or any portion of the 
human head, and employment of 
advertising solicitors or press agents, 
are among the things prohibited for 
dentists under a bill which recently 
was passed by the state assembly 


of Wisconsin. 


| DIRECT TO 
THE HOME 


on the sales we made. 


quiry. Have you a similar problem? 


BIG « 


DISTRIBUTION—AND THE RETAILER 


In a 2-day test sampling campaign we recen 
turer of a one penny confection his first 400 dealers in this market. 
The total cost to the manufacturer was less than the cash we collected for him 


This campaign was started within 5 hours from the time we received the in- 


obtained for the manufac- 


ADVERTISING CARRIERS 
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16 ADVERTISING AGE 
PHOTOGRAPHIC REVIEW OF THE WEEK 
NEW BEAUTY POR. THE Kina DEAR OLD DOBBIN REACHES LOWEST ESTATE IN SPARK PLUG COPY 


RIVE WORN PLUGS 


| Replace with le) now 60) 


astt 


Heaping insult on injury, AC Spark Plug Company is picturing this broken down nag in outde 
and magazine copy which forms the basis for an intense new campaign. 


Pastry blender and other kitchen utensils recently added to the line of HEADS CLUB COMBINATION OF APPEALS FOR LUX SOAP 


Washburn Company, Worcester, Mass. The utensils have striking 


Catalin handles of jade green. This photograph was made by Garo, 


and is being used in the company's sales promotion material. 
— this soap contains pree ous elements skim 
itself has...and must to stay YOUTHFUL 


SCIENTISTS 


SOLVES METHOD OF SHOWING LARGE ITEMS 


Josephine Durham, Stix, Baer and 


Fuller, who has been named presi- en, Shery_caie 
dent of Women's Advertising Club pe The 
Taylor Instrument Companies, which heretofore has never encoun- of St. Louis. Ag 
tered difficulties in showing its wares, found a new technique neces- oo) ant 
sary when it developed a line of giant thermometers for outdoor (Right) Current newspaper copy = 
advertising. The answer is this bright red truck carrying the complete for Lux soap, appearing in unusually precious 
line, with the exception of the largest unit, a thermometer with a large space, not only continues the . 
diameter of more em eight feet, which is represented by a life-size testimonial type of copy, but intro- 


painting on oilcloth. duces a scientific angle. 


WHERE CHRYSLER WILL WELCOME VISITORS TO CHICAGO'S FAIR 


looking since using it,”"——— 
writes Betty Greene of New York 


When I reed that the lovely screen sure 
complex: 


NEW ADVERTISING MEDIUM DEVELOPED 


Views of the seven-acre Chrysler exhibit at A Century of Progress. At the top is the main building 
and a view upward from the center, showing the unusual effect achieved by the arrangement of the 


The Motorgram, an illuminated moving sign with 500-letter capacity, 
has made its appearance on New York streets. The manufacturer, 


four pylons. Below is a general view of the exhibit, with the pavilion housing a revolving cyclorama 
which will depict an air-ride across the country at the left, pA the miniature proving ground at the F. E. J. Wilde Corporation, New York, is offering to lease the equip- 
right. ment to national advertisers. 
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